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Get  Smart.  Get  Fast.  Get  ahead. 

This  year's  CIO  100  award  winners  see  the  need  for  speed 

to  deliver  business  agility  40 
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ENTERPRISE  HOSTING  SOLUTIONS. 

Part  of  Windstream’s 
Managed  Services  portfolio. 
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Shrink  the  servers 
and  everything 
else  follows. 


It’s  time  to  build  a  better  enterprise.  Together.  Data  centers  that 
power  the  internet  can  waste  90%  of  the  energy  they  consume. 
That’s  unsustainable.  So  working  with  IT  leaders,  HP  has  come  up 
with  a  completely  new  kind  of  server:  HPMoonshot.  It’s  80%  smaller, 
consumes  89%  less  energy,  and  costs  77%  less.  Building  technology 
to  power  the  next  internet,  it  matters,  com/moonshot 


Source:  James  Glanz,  "Power,  Pollution  and  the  Internet,"  The  New  York  Times,  September  22, 201 2,  / 

■HP-fesearch-comparing  Moonshoi  servers  with  traditional  x86  servers;  cost  comparison  based  on  estimated  total  cost  to  operate.  ©  201 3  Hewlett-Packard  Development  Company,  L.P 
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EDITOR  IN  CHIEF 


Need  for  Speed 

"There's  no  such  thing  as  too  fast."  Does  that  sound  like  a  CIO  to  you? 
Didn’t  think  so. 

The  business  world  views  CIOs  as  more  tortoise  than  hare,  as  leaders 
of  the  slow-and-steady  IT  crowd.  The  designated  drivers,  making  sure  the 
sales  and  marketing  guys  get  home  safely. 

Well,  time  to  rethink  that  stereotype.  As  you  read  this  CIO  100  awards 
issue,  you’ll  see  what  I  mean.  Each  year  we  spot  certain  trends  among  these 
winning  projects.  Last  year,  it  was  about  responding  to  potential  business 
risk.  This  time,  it  was  the  need  for  speed.  “Think  of  it  as  the  business  equiva¬ 
lent  of  breaking  the  space-time  continuum,”  writes  Managing  Editor  Kim  S. 
Nash  in  our  cover  story  (Page  40).  “Significantly  increase  your  speed,  and 
you  can  reach  new,  possibly  more  profitable  realms  ahead  of  competitors.” 

“Speed  is  a  game-changer,”  agrees  CIO  Stuart  Kippelman  of  Covanta 
Energy,  the  author  of  that  opening  quote.  His  award-winning  project  turned 
a  painfully  slow  customer  contracting  process  into  a  model  of  profitable, 
responsive  service. 

In  writing  this  story,  Nash  talked  at  length  with  several  award  winners, 
looking  for  insights  into  how  they  got  smart  about  getting  fast.  She  found 
a  lot  of  thought-provoking  advice  to  pass  along  on  topics  such  as  speeding 
up  internal  IT  practices  and  moving  briskly  around  innovation  obstacles. 

Our  CIO  100  awards  program  is  in  its  26th  year  of  honoring  IT  inno¬ 
vation  and  business  value  delivery,  and  the  laurels  are  given  to  IT  orga¬ 
nizations,  not  individuals.  We  rely  on  more  than  40  outside  judges  from 
industry  and  academia,  who  (bless  their  stamina)  read  and  score  350-400 
applications.  Most  of  those  applications  describe  good-to-great  IT  projects, 
but  the  final  100  are  great-to-outstanding.  They  deliver  the  kind  of  trans¬ 
formative  business  impact  that  inspires  us  all. 

In  many  cases,  there  was  more  than  a  little  professional  risk  for  the 
CIOs  who  championed  these  winning  projects.  “When  I  look  back  now, 
I’m  surprised  I  had  the  courage  to  stand  behind  this,”  admitted  one  of  our 
CIO  100  winners  from  the  financial  services  industry.  “What  we  did  was 
a  whole  core  systems  change,  going  from  old  client/server  to  cloud-hosted, 
end-to-end.  If  I  had  picked  wrong,  I  wouldn’t  be  here  today.” 

That  thought  probably  crossed  many  a  mind  among  our  CIO  100  project 
leaders  this  year,  but  the  need  for  speed  trumped  the  constraints  of  caution. 
Congratulations  to  you  all. 


Maryfran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfiohnson@cio.com 


CHATTER 


Data  Delinquents 

Although  hackers  and  online  crime 
groups  often  get  the  publicity  that 
comes  with  data  breaches,  human  error 
and  system  problems  were  to  blame  for 
64  percent  of  breaches  in  2012,  according 
to  a  study  by  Symantec  and  the  Ponemon 
Institute,  a  security  think  tank.  Senior 
Online  Writer  Thor  Olavsrud  says  compa¬ 
nies  can  avoid  costly  mistakes  by  enrolling 
employees  in  security  training,  adopt¬ 
ing  a  strong  security  posture  and  putting 
incident-response  plans  in  place. 
www.cio.com/article/735038 

Industrial  Internet  Rising 

GE  sees  a  future  in  which  machine-to- 
machine  communication  and  big  data 
analytics  spur  a  wave  of  innovation  on 
par  with  the  Industrial  Revolution  and  the 
Internet  Revolution,  says  Senior  Online 
Writer  Thor  Olavsrud.  Peter  C,  Evans,  GE's 
director  of  global  strategy  and  analytics, 
says  the  combination  of  the  digital  world 
and  the  world  of  machines  will  change 
global  industries  and  the  way  many  people 
work.  (For  more  on  GE  and  big  data,  see 
"Uploading  Machine  Data  to  the  Cloud," 
Page  16.)  www.cio.com/article/735252 

Better  Business  Travel 

Executives  who  are  constantly  on 
the  road  often  find  themselves  deal¬ 
ing  with  forgotten  phone  chargers  or 
spotty  Wi-Fi.  Contributing  Writer  Paul 
Mah  suggests  bringing  your  own  Mi-Fi 
router  to  solve  frustrating  connectivity 
issues.  To  keep  your  laptop  running,  pack 
a  rechargable  power  pack  or  spare 
battery.  And  consider  supplying  yourself 
with  a  wireless  mouse,  a  sturdy  laptop 
bag  and  a  lock  for  when  you're  out  of  the 
office,  www.cio.com/article/735100 


Compiled  by  Staff  Writer  Lauren  Brousell. 
Have  a  comment  about  a  story  in  this 
issue? Goto  www.cio.com/issue/ 
20130801  or  write  to  letters@cio.com. 
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THEY  CHOOSE  THE  DEVICE 


YOU  CHOOSE  THE  SECURITY. 

BES10  Mobile  Device  Management  for  iOS®  and  Android™. 
BlackBerry9  security,  now  for  more  devices. 

BYOD  does  not  require  settling  for  security  that’s  merely  “good  enough.”  BES10  delivers  an 
unrestricted  user  experience  as  well  as  the  device  management,  application  management  and  top 
security  capabilities  you've  come  to  expect  from  BlackBerry  -  from  a  single,  intuitive  management 
console.  It’s  the  end  of  compromise,  and  the  beginning  of  pushing  enterprise  mobility  further. 

Download  your  free  trial*  of  BES10  for  iOS  and  Android  at  blackberry.com/business 
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'Limited-time  offer;  subject  to  change.  Restrictions  apply.  Screen  images  simulated.  (0  2013  BlackBerry.  All  rights  reserved.  BlackBerry  "  and  related  trademarks,  names  and  logos  are  the 
property  of  Research  In  Motion  Limited  and  are  registered  and/or  used  in  the  U.S.  and  countries  around  the  world.  iOS  is  a  registered  trademark  of  Cisco  Systems,  Inc.  and/or  its  affiliates 
in  the  U  S.  and  certain  other  countries.  iOS  is  used  under  license  by  Apple  Inc.  Android  is  a  trademark  of  Google  Inc.  All  other  trademarks  are  the  property  of  their  respective  owners. 


PHOTO  BY  LYNN  HOLMLUND 


I 


FROM  THE  CEO 

Beach  Brainstorms 

I  hope  you've  been  enjoying  the  summer  and  taking  some  time  to 
recharge.  Given  some  recent  R&R  myself,  I  came  back  to  work  with  an 
assortment  of  thoughts  and  questions  that  floated  up  in  my  mind  while  I 
was  relaxing  on  the  beach. 

Here  are  a  few  for  your  consideration: 

■  Who  will  emerge  as  winners  in  the  battle  of  the  IT  market  Goliaths 
and  the  startup  Davids?  It’s  been  remarkable  to  watch  all  the  mergers  and 
acquisitions  in  the  tech  market  as  the  big  players  refashion  themselves  to 
recapture  customer  relevance.  The  big  guys  have  powerful  sales  engines 
to  drive  scale  but  struggle  to  produce  those  innovative  top-of-mind  solu¬ 
tions  CIOs  want  to  buy.  On  the  other  side,  highly  targeted,  nimble  startups 
are  doing  some  amazing  work  in  cloud,  social,  mobile,  big  data  and  the 
enterprise  consumer  space.  Yet  they  falter  when  it  comes  to  distribution 
channels,  scalability  and  support.  Who  will  win  out? 

■  Are  wearables  really  the  next  big  tech  wave?  If  you  attended  the  recent 
Dll  conference  or  CITE  Expo,  you’d  certainly  believe  wearable  computers 
are  well  on  their  way.  Could  Google  Glass  become  the  new  iPhone?  (To  me, 
it  will  come  down  to  the  apps,  as  it  always  does.) 

■  Lenovo  entering  the  U.S.  server,  storage  and  mobile  device  markets 
strikes  me  as  a  bold  move,  given  how  Dell  is  going  private,  IBM  is  rumored 
to  be  selling  off  its  low-end  server  line,  and  Oracle  is  still  struggling  to 
make  money  from  its  Sun  acquisition.  Are  there  sustainable  profits  still 
to  be  made  in  this  category,  or  has  hardware  become  just  the  wrapper  for 
software? 

■  What  will  the  IT  organization  look  like  in  5  years?  Our  sister  publica¬ 
tion,  Computerworld,  ran  a  piece  in  early  June  headlined  “IT  Departments 
Won’t  Exist  in  Five  Years”  about  an  evolution  toward  a  hybrid  model  of 
“tech  consultants  and  integrators.”  What  do  you  think? 

■  Finally,  I’m  really  looking  forward  to  our  upcoming  CIO  100  Sympo¬ 
sium  later  this  month  (Aug.  11-13  in  Colorado  Springs),  where  we’ll  welcome 
more  than  300  CIOs  and  senior  IT  executives  from  the  world’s  top  com¬ 
panies,  including  our  2013  CIO  100  award  winners.  Our  theme  this  year 
is  “Thriving  in  an  Age  of  Disruptive  Innovation.”  Sounds  right  on  target, 
doesn't  it?  I  hope  to  see  you  there. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 
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Bank  Got  a  Big  Head  Start  on  Big  Data  in  2009 

France  Sometimes  innovation  arises  by  experimenting  with  technology  and 
offering  resources  that  the  business  side  doesn't  even  know  it  needs.  Example: 
At  French  banking  group  Credit  Mutuel  Arkea,  lead  technologist  Mathias  Her¬ 
berts  set  up  a  Hadoop  cluster  before  the  users  in  the  business  were  really  ready 
to  work  with  big  data.  And  this  was  in  2009,  when  the  big-data  world  wasn't 
quite  ready  for  bankers.  "We  had  to  include  mainframes  and  other  technologies 
that  are  not  traditional  concerns  of  the  Hadoop  community,"  Herberts  says.  But 
his  CEO  and  CIO  were  convinced  of  the  potential  early  on,  and  today  the  project 
has  borne  fruit,  with  an  anti-money-laundering  tool  and  applications  for  the 
insurance  business.  "Our  actuaries  thank  me  every  day,"  says  Herberts:  They 
can  now  change  risk  models  and  restart  calculations  on  the  fly,  and  their  typical 
computation  time  dropped  from  48  hours  to  15  minutes,  www.cio-online.com 


m  mm. 


Fulfilled  Through  Technology 
NETHERLANDS  As  CIO  of  the  Dutch  branch  of  e-commerce 
fulfillment  house  Docdata,  Arthuur  Weeterings  has  led  an  ambi¬ 
tious  change  program.  The  company  has  been  rapidly  growing 
since  Weeterings'  2009  arrival,  and  he  has  implemented  a  strict 
release-management  policy  to  transform  a  somewhat  ad  hoc  cul¬ 
ture.  That  initially  drew  pushback,  but  the  changes  brought  "qual¬ 
ity  and  tranquility,"  he  says.  Meanwhile,  a  new  data  center  delivers 
high  availability  and  failover,  Docdata  processes  about  125,000 
orders  daily,  but  that  can  go  up  by  a  factor  of  25  during  special 
promotions.  In  that  environment,  company  management  under¬ 
stands  that  a  highly  stable  and  flexible  IT  platform  is  an  important 
condition  for  success,  Weeterings  says,  http://cio.nl 


Ad  Agency  Brings  Cloud  Inside 

AUSTRALIA  Tom  Ceglarek,  CIO  of 
advertising  and  marketing  agency  STW 
Communications  Group,  wants  the  cloud 
and  control  too.  Using  a  FlexPod  platform 
comprising  two  NetApp  storage  systems, 
Cisco  switches  and  unified  computing  serv¬ 
ers,  the  company  has  built  a  private  cloud 
that  can  store  over  350TB  of  its  clients'  data, 
all  efficiently  managed  by  CommVault's 
Simpana  software.  Says  Ceglarek,  "We  can 
be  more  responsive  when  we're  running  the 
infrastructure."  www.cio.com.au 


Kenyan  Bank  Rolling  Out  MasterCard  PayPass  NFC  Technology 

KENYA  Kenya's  Eguity  Bank  has  become  the  first  in  Africa  to  use  MasterCard's  PayPass  near-field  communications 
(NFC)  technology  in  credit  and  debit  cards.  To  support  the  technology,  the  bank  will  issue  five  million  PayPass-enabled 
cards  and  also  overhaul  all  the  point-of-sale  (POS)  eguipment  it  has  issued.  Small  retailers  who  can't  afford  traditional  POS 
gear  will  be  issued  PayPass-enabled  mobile  phones,  according  to  Eguity  Bank's  CEO,  James  Mwangi.  For  added  security,  the 
cards  will  have  EMV  chip  technology  (named  for  Europay,  MasterCard  and  Visa)  rather  than  the  traditional  magnetic  stripe. 
The  same  platform  will  be  extended  to  Uganda,  Tanzania,  Rwanda  and  South  Sudan.  Virtually  all  merchant  cards  issued  in 
Kenya  had  been  Visa  cards  until  Equity  Bank's  announcement  of  the  MasterCard  partnership,  www.cio.co.ke 
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Mentoring  Outside  the  Box 

A  pilot  program  from  the  Society  for  Information  Management 
shows  the  value  of  taking  on  a  protege  from  outside  your  organization 


BY  MADELINE  WEISS  AND  JUNE  DREWRY 

A  newly  formed  IT  leadership  team  recently  gathered 
on  a  retreat.  Asked  what  legacy  they  wished  to  leave,  the 
team  members  spoke  of  the  value  they  wanted  to  add  by 
implementing  state-of-the-art  information  systems  and  by 
enabling  business-model  changes.  Speaking  last,  the  CIO 
turned  to  his  team  and  said,  “You  are  my  legacy.” 


good  when  someone 
that  they  have 
gotten  tangible  value  ** 
your  coaching,  gui< ' 
and  mentoring. 


min 


Such  a  legacy  can  be  left  not  just 
to  your  organization,  but  to  your 
entire  profession.  That’s  the  idea 
behind  a  mentoring  program  being 
piloted  by  the  Society  for  Informa¬ 
tion  Management  (SIM).  Several 
members  of  SIM’s  Advanced 
Practices  Council  (APC)  are  par¬ 
ticipating  in  the  program,  which 
expands  their  mentoring  beyond 
the  IT  leaders  in  their  own  firms 
to  high-potential  direct  reports  of 
other  APC  members.  The  program 
is  getting  high  marks  so  far. 

Joe  Bruhin,  CIO  of  Constellation 
Brands,  says  that  his  mentoring  of 
Matt  Peters  of  Computer  Aid  has 
developed  into  a  mutually  benefi¬ 
cial  relationship.  “In  addressing 
some  of  Matt’s  challenges,  I  am  not 


just  pulling  from  my  experience 
base  and  sharing  relevant  stories, 
but  I  am  also  sharing  what  I  would 
do  differently  today— and  frankly 
it  is  highlighting  to  me  my  growth 
over  the  years.” 

Peters,  in  turn,  appreciates  the 
quality  of  Bruhin’s  advice.  “I’ve 
floated  what  I  believe  are  some 
pretty  difficult  challenges  his  way,” 
he  says,  “and  he  has  consistently 
provided  excellent  advice.” 

But  couldn’t  Peters’  own  CIO 
do  that  as  well?  In  fact,  Peters 
says  he  receives  “a  great  deal”  of 
mentoring  from  Computer  Aid 
CIO  Steven  Heilenman,  but  “the 
exercise  of  trying  to  step  far  enough 
away  from  my  own  problems  to  be 
able  to  make  [Bruhin]  understand 


them  has  helped  me  gain  perspec¬ 
tive,  and  his  specific  questions 
and  recommendations  have  been 
extremely  valuable.  On  more  than 
one  occasion,  he  has  almost  com¬ 
pletely  changed  my  mind  about 
how  to  approach  a  problem,”  and 
Bruhin  has  consistently  been  right. 

Bruhin,  meanwhile,  has  experi¬ 
enced  another  benefit  from  the  pro¬ 
gram.  “Oddly,  I  am  finding  that  my 
overall  role  as  a  mentor  to  my  own 
organization  has  increased.”  He 
explains  that,  because  mentoring 
is  a  conscious  effort,  it  places  him 
in  “the  mentoring  frame  of  mind,” 
and  he  is  more  inclined  when  talk¬ 
ing  to  members  of  his  own  team  to 
look  beyond  outcomes  and  focus  on 
behaviors— the  “how.” 

Peters’  enthusiasm  for  the 
program  has  made  at  least  one 
of  his  colleagues  jealous,  he  says. 
Explaining  that  Heilenman  has 
one  “exchange”  protege  of  his  own, 
Peters  says  that  his  colleague  “is 
pressuring  Steve  to  take  an  addi¬ 
tional  mentee  so  he  can  get  a  men¬ 
tor  of  his  own.” 

If  Heilenman  feels  like  Bruhin, 
he  might  not  mind.  Says  Bruhin, 

“It  feels  good  when  someone  tells 
you  that  they  have  been  able  to  get 
tangible  value  from  your  coaching, 
guidance  and  mentoring.” 


Madeline  Weiss  is  director  of  the  Society 
for  Information  Management's  Advanced 
Practices  Council  (APC).  June  Drewry  is 
the  former  CIO  of  Chubb  and  an  adviser 
to  the  APC. 
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Protecting  people's  savings  is  Alice's  business. 

We're  proud  she's  made  it  our  business,  too. 

At  Time  Warner  Cable  Business  Class,  we  partner  with  our  customers,  then  provide  best-in-class 
solutions  to  fit  their  needs.  So  when  Alice  needed  advice  about  merging  branches,  she  knew  she 
could  count  on  us.  We  worked  together  to  set  up  a  secure  Ethernet  network  for  every  location. 
We  helped  Alice  give  her  clients  peace  of  mind.  And  we  can  do  the  same  for  you.  To  learn  how, 
call  us  for  a  consultation  today. 

Ranked  #1  in  Customer  Loyalty  by 


I  K  O  s  T  &  S  U  L  I  I  V  A  N 


1.877.615.4332  |  twc.com/business 

INTERNET  I  VOICE  I  TELEVISION  I  NETWORK  SERVICES  I  CLOUD  SERVICES 

Products  and  services  not  available  in  all  areas.  Actual  speeds  may  vary.  Some  restrictions  apply. 
Time  Warner  Cable  Business  Class  is  a  trademark  of  Time  Warner  Inc.  Used  under  license. 

©2013  Time  Warner  Cable  Enterprises  LLC.  All  Rights  Reserved. 
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Keeping  IT  Stars 

Retain  top  talent  using  competitive  pay,  hot 
projects  and  these  management  tools 


1 


Include  them  in  decisions.  Good  engineers 
are  almost  always  opinionated  and  place  a  high 
value  on  being  allowed  to  make  some  decisions. 


2  Don't  micromanage.  Tell  top-notch  devel¬ 
opers  the  desired  result,  or  the  problem  to  be 
resolved,  and  let  them  come  up  with  the  solu¬ 
tion  on  their  own,  says  Simon  Tam,  CTO  of  Ritani,  a 
high-end  jewelry  brand, 

3  Offer  flexible  work  hours.  Some  IT  project 
managers  need  unconventional  schedules  to 
work  with  offshore  providers  or  to  balance  work 
and  family  commitments.  Flexibility  leads  to  happier, 
more  productive  team  members, 

-Jennifer  Lonoff  Schiff 


For  more  tips,  see:  www.cio.com/article/7B26B9 


book  Transforming  IT  Culture 

By  Frank  Wander 

Fresh  off  his  five-year  stint  as  the  highly 
respected  CIO  of  Guardian  Life  Insurance,  Frank 
Wander  brings  a  practical  approach  to  develop¬ 
ing  the  softer  side  of  IT  leadership.  This  master¬ 
ful  guide  can  help  you  revitalize  an  overstressed 
IT  organization,  mentor  positive  change  and 
become  a  better  leader.  Wiley,  $32 


What  should  I  be 
doing  while  I'm 
between  jobs? 


ALWAYS  avoid  the  "unemployed"  title.  Create 
a  business  card  that  shows  you're  a  dynamic 
resource  working  on  interesting  projects 
until  the  right  opportunity  comes  along.  In 
these  times  of  free  agency,  you  are  in  control, 
and  steering  a  course  between  traditional 
jobs,  temporary  projects  and  periods  of  self- 
employment  is  the  norm. 

SOMETIMES  attend  professional  events.  I 
say  "sometimes”  because  it's  not  enough  to 
be  just  another  face  in  the  crowd  at  these 
events-that  won't  bring  you  to  the  attention 
of  employers.  Try  leading  a  discussion  panel 
or  offering  to  be  a  guest  speaker.  You  can 
also  start  your  own  resource  board  for  fellow 
industry  professionals  to  share  marketplace 
news,  activities  and  perspectives.  A  small 
group  of  4-10  people  meeting  regularly  for 
coffee  is  all  it  takes,  and  while  such  groups 
exist  online,  face-to-face  meetings  are  the 
most  effective  way  to  build  community.  Stud¬ 
ies  show  that  30  percent  of  executives  admit 
to  having  hundreds  of  digital  connections  but 
very  few  physical  friends. 

NEVER  launch  a  conversation  by  talking  about 
yourself.  When  meeting  people,  steer  the 
conversation  to  the  other  person,  listen  closely 
and  show  meaningful  interest  in  the  other 
person.  Start  by  asking  a  few  questions  about 
their  current  projects,  recent  events  they've 
attended,  their  hobbies,  and  so  on.  Based  on 
their  responses,  you'll  come  up  with  ideas  and 
observations  to  keep  the  conversation  going. 


William  Ellermeyer  has  more  than  30  years' 
experience  as  an  executive  career  transition 
consultant  based  in  California.  He  also  speaks 
regularly  about  career  management,  entrepre¬ 
neurship  and  "un-retirement." 
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help  reduce  cost  and  increase  efficiency  with  flexible  Canon  Managed  Document  Services. 
Collaborate  with  Canon  to  get  the  reliability  and  dedicated  management  you  need  to  heep  your 

users  and  document  systems  running  at  their  best. 


ADVANCED 

in  every  way,  our  next-generation  imageRUNNER  ADVANCE  Series  seamlessly  integrates  your  business'  worhflows 
into  your  other  systems.  It's  a  powerful,  simple  and  secure  way  to  worh  from  anywhere  that's  easily  managed  and 
optimized.  From  one-touch  worhflows  to  mobile  printing  and  scanning  directly  to  cloud  services,  everything  about 
the  Canon  imageRUNNER  ADVANCE  Series  is  designed  to  mahe  your  business  more  advanced. 


See  it  in  action  at  usa.canon.com/SimplyAdvanced 


Canon 


©2013  Canon  USA,  Inc  All  Rights  Reserved  CANON  and  imageRUNNER 
are  registered  trademarks  of  Canon  Inc.  in  the  United  States  and  may  also 
be  registered  trademarks  or  trademarks  in  other  coontnes  iPhone  and 
Mac  are  trademarks  of  Apple  Inc.,  registered  in  the  U  S  and  other  countries 


The  next  big  thing  in 
Apple*  handhelds. 

A  place  to  unhand  them. 


Introducing  ShoreTel  Dock 
for  iPad*  and  iPhone! 


r 

\ 

With  iPads  and  iPhones  seamlessly  integrated  into  the  workday,  everybody's 

quicker  to  say,  "i  Can."  ShoreTel's  new  docking  station  charges  the  iPad  and 

iPhone,  swivels  from  portrait  to  landscape,  and  brings  together  Apple's  intuitive 

-T-  1* 

magic  with  ShoreTel's  brilliantly  simple  mobile  UC  application — creating  something 

©ShoreTel 

altogether  more  powerful.  Call  it  supercharged  collaboration,  unleashed  via 

effortless  telephony,  instant  messaging  and  conferencing  anytime,  anywhere. 

Brilliantly  simple 

See  what  your  people  can  do  when  they're  left  to  their  own  devices. 

Click  into  what's  new  at  shoretel.com/dockit 

V _ _ _ 

) 

Copyright©  ShoreTel  2013.  All  rights  reserved.  ShoreTel,  the  ShoreTel  logo,  and  Brilliantly  Simple  are  trademarks  of  ShoreTel  Inc.  Apple'',  iPad7''  and  iPhone*  are  trademarks  of  Apple  Inc. 
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Driving  Out  Risk  i£K} 

Progressive  uses  telematics  and  analytics  to  screen  prospective 
customers  and  offerthem  discounts  by  mary  k.  pratt 


Many  companies  use  IT  to  understand  their  customers.  Progressive  uses  IT  to  learn  more  about 
people  it  wishes  were  its  customers. 

More  than  1.4  million  drivers  in  the  past  two  years  have  tried  Progressive’s  Snapshot  program, 
which  tracks  driving  habits  to  determine  whether  individuals  should  get  insurance  premium 
discounts  and  if  so,  how  much.  Snapshot  allows  Progressive  customers  to  plug  a  small  electronic 
device  into  their  car’s  on-board  diagnostic  port  to  report  on  three  driving  habits:  hard  braking,  total 
mileage  and  the  time  of  day  the  car  is  driven. 

Last  year.  Progressive  launched  a  related  product,  Snapshot  Test  Drive,  that  allows  drivers  with 
insurance  from  competitors  to  use  the  technology  for  free  for  30  days,  to  see  what  they  would  pay 
if  they  switched  to  Progressive.  Snapshot,  says  CIO  Ray  Voelker,  has  “given  us  access  to  segments 
of  the  auto  insurance  markets  that  we  normally  did  not  attract.”  The  innovative  project  also  earned 
Progressive  a  2013  CIO  100  Award.  ►  ► 


mm 


. $8.3  billion  Amount  U.S.  hospitals  waste  annually  by  using  outdated 

communication  technologies  that  reduce  productivity.  Ponemon  institute . 
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The  idea  for  Snapshot  came  from  the  IT 
group,  where  some  staff  members  had  previ¬ 
ously  worked  in  commercial  trucking,  using 
telematics  to  manage  fleets.  The  devices  can 
provide  data  on  individual  drivers,  which 
could  be  a  big  advantage  in  an  industry  that 
relies  on  demographic  data  to  set  rates. 

But  early  versions  of  Snapshot  were  cum¬ 
bersome,  Voelker  says.  Customers  needed 
technicians  to  install  the  data-collection 
devices  in  cars.  Also,  cell  networks  at  the  time 
were  optimized  to  carry  voice,  not  data,  which 
made  transmitting  information  difficult. 

As  technologies  advanced,  however,  the 
cost  of  the  devices  came  down  and  they  got 
simpler  to  use.  Cell  networks  started  to 
carry  data  more  efficiently.  “Customers  gravitated  to  this  very 
quickly,”  Voelker  says. 

Niranjan  Manohar,  an  analyst  at  Frost  and  Sullivan,  calls 
Snapshot  a  hit,  crediting  its  plug-and-play  nature  for  part  of  its 
success.  Plus,  customers  can  access 
their  own  Snapshot  data  with  a 
variety  of  devices,  including  smart¬ 
phones  and  tablets. 

Prospective  customers  using 
the  trial  version  not  only  learn  how 
much  money  they  might  save  with 
Progressive,  but  they  also  receive  tips 
for  being  a  better  driver.  Progressive, 
meanwhile,  gets  current  insights  into 

who  is  a  good  or  bad  risk  even  before  doing  business  with  the 
person.  Such  up-front  segmentation  leads  to  higher -value  poli¬ 
cies  overall,  Ray  says. 

Progressive  already  had  most  of  the  infrastructure  needed 
to  support  Snapshot,  which  it  patented  last  year,  but  it  had  to 
build  systems  to  help  in  collecting  data  and  analyzing  it  to 
project  customer  savings.  Snapshot  uses  a  service-oriented 
architecture  (SOA)  that  allows  its  user-experience  systems  to 
retrieve  and  store  information  from  the  usage-based  insurance 
and  billing  systems.  The  SOA  also  lets  IT  reuse  components. 

Progressive  developers  worked  with  an  advertising  agency 
to  design  the  interface  and  customer  experience,  emphasizing 
engagement.  For  example,  customers  can  share  aspects  of  their 
Snapshot  experience  on  social  networks. 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


The 

FUTURE 

of  Mobile 
Payments 

Industry  is  preoccupied 
with  technology,  but 
consumer  adoption 
will  depend  on  security 
and  convenience 
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SOURCE:  ACCENTURE  SURVEY  OF  4,002  NORTH 
AMERICAN  SMARTPHONE  USERS,  MAY  2013 
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"Customers 
gravitated 
to  this  very 
quickly." 


-Ray  Voelker,  CIO, 
Progressive 


Uploading 
Machine  Data 
To  The  Cloud 


General  Electric  is  placing  a  big  bet  on  the 
notion  that  big  data  can  be  exploited  to  help 
maintain  industrial  equipment  and  optimize 
operations.  To  that  end,  GE  recently  intro¬ 
duced  a  cloud  platform  for  collecting  and  ana¬ 
lyzing  data  in  the  industrial  sector. 

Equipment  such  as  jet  engines  and  gas 
turbines  generate  huge  amounts  of  data  that 
could  be  used  to  boost  efficiency  and  prevent 
failures,  says  Bill  Ruh,  VP  of  GE's  Global  Soft¬ 
ware  Center. 

For  example,  GE  introduced  Proficy  Histo¬ 
rian  HD,  a  software  tool  that  can  help  enter¬ 
prises  interpret  historical  data  going  back  a 
decade  or  more  to  predict  and  prevent  equip¬ 
ment  failures,  says  Brian  Courtney,  general 
manager  of  GE  Intelligent  Platforms. 

But  Ruh  acknowledges  there  are  hurdles 
to  industry  adoption  of  GE's  vision,  such  as 
security,  regulatory  compliance  and  the  lack 
of  data  standards  and  interoperability.  "What 
made  the  Internet  successful  is  a  few  simple 
protocols,"  Ruh  says.  "I  think  that's  what's 
going  to  be  key  here-that  we  figure  out 
where  the  standards  have  to  occur." 

-Stephen  Lawson 


Mill 


■57%  Business  travelers  who  say  that  cutting  travel  budgets  during  the 


economic  downturn  hurt  their  company's  performance,  oxford  Economics 
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COMPANY  SPOTLIGHT 


ADVERTORIAL 


It’s  no  longer 
business  as  usual 


PCM 


An  elite  provider  of  IT  products, 
services,  and  solutions. 


The  4th  generation  Intel®  Core™ 
processor  not  only  delivers 
fantastic  media  capabilities, 
but  also  faster,  smarter,  and 
more  efficient  computing. 


Today’s  technology  products 
provide  tremendous  potential 
for  organizations  to  increase 
their  collaboration,  boost  pro¬ 
ductivity,  and  spur  efficiency.  The  goal 
at  PCM  is  to  provide  the  people  and  ser¬ 
vices  to  help  you  achieve  the  potential  of 
technology  resulting  in  exceptional  busi¬ 
ness  value. 

Founded  in  1987,  PCM  has  been  on  the 
front  line  of  the  technology  revolution 
before  there  were  smartphones,  local  area 
networks,  or  even  the  World  Wide  Web. 
Over  the  decades,  they  have  developed 
a  robust  portfolio  of  technology  products 
and  services  for  businesses,  enterprises, 
governmental  entities,  educational  institu¬ 
tions,  and  healthcare  facilities. 

In  concert  with  private  and  public  orga¬ 
nizations  of  all  sizes  — as  well  as  with 
leading  technology  partners  —  PCM  has 
compiled  strategic  solutions  tailored 
to  meet  today’s  technology  challenges. 
Whether  your  company  wants  to  deploy 
tablets  securely  or  move  your  data  center 
to  the  cloud,  PCM  has  the  experience  and 
expertise  to  make  it  happen.  Their  team 
of  Solutions  Architects  work  collabora- 
tively  to  understand  your  business  and 
provide  custom  solutions  that  improve 
the  effectiveness  of  your  systems  and  the 
productivity  of  your  employees. 

When  you  partner  with  PCM,  you  gain 
direct  access  to  the  world’s  most  trusted 
and  innovative  technology  manufactur¬ 
ers.  One  key  technology  manufactur¬ 
er  that  PCM  is  proud  to  partner  with 


FOR  MORE  DETAILS  about  the 
all-new  4th  Generation  Intel  "  Core™ 
family  of  processors  or  for  a  full 
line-up  of  Ultrabooks,  laptops,  or 
all-in-one  PCs  with  Intel  Inside,  call 
or  go  online  today. 


is  Intel.  Just  as  PCM  is  on  a  mission 
to  empower  business  growth  through 
IT  services  and  solutions,  Intel  is  ded¬ 
icated  to  enhancing  technology  through 
cutting-edge  products,  like  their  all-new 
4th  generation  Intel®  Core™  processors. 

As  the  first  new  microarchitecture  on 
the  22nm  manufacturing  process,  the 
4th  Gen  Intel®  Core™  platform  delivers 
significant  performance  advances  for  a 
zero-compromise  computing  experience. 


I  IP  TH 


WEB  FASTER 

DEVELOPMENT 


For  enterprises  that  demand  peak  per¬ 
formance  and  protection,  Intel  devel¬ 
oped  a  special  class  of  4th  Gen 
processors:  vPro™.  Built  for  today’s  more 
mobile  and  always-connected  work 
environment,  vPro™  processors  provide 
heightened  levels  of  speed  for  greater 
productivity  and  embedded  security  for 
enhanced  data  defenses. 


■rill 

UP  TO 

9 0/0 

DATA/FINANCE 

ANALYSIS 

FASTER 

UP  TO 

3D  20% 


4th  Gen  Intel®  Core™  vPro™  processors 
also  allow  IT  departments  to  remotely 
manage  their  fleet  of  business  PCs;  auto¬ 
mate  troubleshooting,  repair,  and  main¬ 
tenance  tasks;  and  reduce  deskside  and 
on-site  visits.  Together,  vPro™  proces¬ 
sors  help  keep  identities  safe,  protect 
company  data,  and  enable  IT  depart¬ 
ments  to  affect  their  bottom  lines  with 
lower  total  cost  of  ownership  (TCO)  and 
higher  operational  efficiency. 

To  learn  more  about  how  Intel’s  family  of 
4th  Generation  Intel®  Core™  processors 
can  accelerate  the  pace  and  improve  the 
data  security  of  your  organization,  con¬ 
tact  PCM  today  at  1.800.700.1000. 


1.800.700.1000  |  pcm.com 


3D  MODELING  FASTER 


inside 
CORE  i5 


4th  Gen  Intel  Core  i5  and  i7  processors 
1 3.3"  HD  display  (1 440  x  900) 

4GB  LPDDR3  SDRAM 


Corporate 

1 28GB  flash  storage  Reseller 


Apple  MacBook  Air® 


Dell  Latitude  E6540 

•  4th  Gen  Intel®  Core™  i7  processor 

•  1 5.6"  FHD  display  (1 920  x  1 080) 

•  8GB  DDR3L  SDRAM 

•  500GB  hybrid  drive 
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Plugging  the  Talent  Gap 

□Os  have  trouble  filling  technical  positions  because  of  deficiencies 
in  America's  schools.  It's  time  to  get  involved,  by  gary  j.  beach 
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"Our  Nation  is  at  risk.  Our  once  unchallenged  pre¬ 
eminence  in  commerce,  industry,  science,  and  technological 
innovation  is  being  overtaken  by  competitors  throughout 
the  world.  The  educational  foundations  of  our  society  are 
presently  being  eroded  by  a  rising  tide  of  mediocrity  that 
threatens  our  very  future  as  a  Nation  and  a  people.” 

When  do  you  think  those  words  were  written?  Many 
people  guess  that  quote  comes  from  Tom  Friedman’s  2005 
bestseller  The  World  Is  Flat.  Most  are  surprised  to  learn 
these  words  were  written  30  years  ago  in 
“A  Nation  at  Risk,”  the  seminal  critique  of 
the  American  education  system  written  by 
the  Department  of  Education  in  1983. 

But  why  should  already-busy  CIOs 
care  about  the  deficiencies  of  the  Ameri¬ 
can  school  system? 

For  one  thing,  it  would  be  nice  to  work 
in  a  more  robust  economy.  A  McKin- 
sey  study  says  the  GDP  of  the  American 
economy  would  be  16  percent  higher  if  our 
nation’s  students  scored  as  well  on  math 
and  science  tests  as  pupils  in  top-tier  countries. 

At  a  more  localized  level,  remember  that  the  education 
system  is  what  feeds  the  talent  pipeline  for  corporate  IT 
departments— a  pipeline  that  is  drying  up. 

“One  of  the  most  difficult  roles  I  have  as  a  chief  informa¬ 
tion  officer  is  finding  and  recruiting  talent,”  says  Gary  King, 
who  until  recently  was  CIO  at  Chico’s,  a  women’s  apparel 
company.  “In  a  growing  business,  with  average  turnover 
rates,  I  run  at  a  constant  talent  deficit  because  I  cannot  find 
people  with  the  skills  I  need  to  fill  the  job  openings  I  have. 

“If  the  American  education  system  cannot  produce  a 
workforce  with  the  appropriate  skills,  then  these  jobs  will 
be  filled  by  global  providers.  The  need  to  focus  on  creating 
career-ready  individuals  is  not  an  educational  imperative. 
It  is  an  economic  imperative,”  King  says. 

America  is  losing  the  talent  race,  which  hurts  its  abil¬ 
ity  to  compete  with  the  rest  of  the  world.  According  to  the 
World  Economic  Forum’s  annual  competitiveness  reports, 


the  U.S.  ranked  number  one  among  143  countries  in  2007, 
but  fell  to  number  seven  this  year. 

“The  vast  majority  of  resumes  for  my  most  technical 
jobs  come  from  graduates  of  colleges  in  India  and  China,” 
says  John  Halamka,  CIO  at  Beth  Israel  Deaconess  Medical 
Center.  “We  are  not  preparing  American  students  with  the 
skills  that  high-tech  employers  deem  necessary.” 

This  isn’t  just  about  math  and  science.  We  also  need  a 
way  to  teach  other  critical  skills:  how  to  think  analytically, 
how  to  collaborate,  how  to  communicate. 
At  the  moment,  no  country  is  doing  a  great 
job  in  this  area. 

If  you  agree  that  our  nation’s  economic 
future— and  your  IT  talent  pipeline— is  at 
risk,  here  are  some  things  you  can  do: 

■  Push  back  against  the  popular  notion 
that  IT  professionals  are  nerdy  and 
socially  inept.  As  you  well  know,  today 
we  need  IT  professionals  who  have  not 
only  technology  skills  but  also  commu¬ 
nications  skills  and  business  savvy.  (For 
more,  see  “IT  Talent,  Circa  2025,”  Page  54.) 

■  Educate  your  local  schools  about  the  benefits  of  IT 
careers.  A  study  by  the  Stevens  Institute  of  Technology 
found  that  most  school  guidance  counselors  have  no  idea 
what  you  do  for  a  living. 

■  Consider  a  second  career  as  a  math  or  science  teacher, 
where  you  can  build  the  foundation  for  the  next  generation 
of  IT  professionals. 

Our  nation  is  no  longer  just  “at  risk.”  It  is  headed  for  the 
painful  consequences  of  30  years  of  procrastination  and 
half-measures  in  education  reform.  How  painful  those  con¬ 
sequences  will  be  remains  to  be  seen.  But  what  is  certain  is 
this:  Every  CIO  has  a  professional  obligation  to  get  involved 
in  the  campaign  to  improve  our  nation’s  education  system. 


Cary  J.  Beach,  publisher  emeritus  of  CIO  magazine,  is  author  of 
the  just-released  book  The  U.S.  Technology  Skills  Cap.  Follow 
him  on  Twitter:  @gbeachcio. 


This  isn't  just 
about  math  and 
science.  We  also 
need  to  teach 
how  to  think 
analytically 
and  how  to 
collaborate. 
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YOUR  BUSINESS 
DOESN'T  HAVE 
A  PAUSE  BUTTON. 

As  you  know,  business  moves  fast.  The  secret  to  being  successful  is  never  slowing  down. 
With  CenturyLink  as  your  trusted  technology  partner,  you  don't  have  to.  Our  visionary 
cloud  infrastructure  and  custom  communications  solutions  are  backed  by  dedicated, 
responsive  support.  Pause  button  not  included.  We  know  you'd  never  use  it. 


centurylink.com/link 
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Usability 
Becomes  Serious 
"'^Business 

The  CIO  of  the  future  will  need  to 
devote  more  rigorous  attention  to  the 
user  experience  bymary  k.  pratt 

Eric  Schaffer  is  one  of  the  foremost  authorities  on  usability,  a  hot  topic 
as  companies  scramble  to  produce  mobile  apps  and  online  interfaces.  But 
Schaffer,  founder  and  CEO  of  Human  Factors  International,  a  usability 
consulting  and  training  company,  says  many  organizations  fail  to  consis¬ 
tently  create  a  good  user  experience  (UX)  because  they  haven’t  established 
a  complete,  professional  UX  practice.  That’s  the  subject  of  his  latest  book, 
Institutionalization  of  UX:  A  Step-by-Step  Guide  to  a  User  Experi¬ 
ence  Practice,  which  comes  out  this  fall. 


Are  executives  implementing  strong  UX 
practices? 

Some  organizations  are  quite  far  along,  some  are  lost 
in  the  weeds.  Ninety  percent  of  the  companies  we 
work  with  have  internal  UX  people  and  organiza¬ 
tions.  But  how  mature  they  are,  how  properly  inte¬ 
grated  they  are,  that’s  another  question.  Executives 
will  say  that  basic  usability  is  table  stakes,  but  few 
are  good  at  [advanced  practices  such  as]  UX  strat¬ 
egy,  UX-based  innovation,  design  for  complex  eco¬ 
systems,  persuasion  engineering  and  cross-cultural 
design. 


CIOs  worry 
about  getting 
the  app  done  on 
time,  making 
sure  it  doesn't 
crash,  and 
not  about  its 
ease  of  use. 


Who  should  own  UX  in  an 
organization? 

You  need  someone  who  is  an  executive 
champion  who  is  high  enough  to  have 
cross-channel,  cross-organizational 
power  and  budget. 

Ideally  there’s  a  chief  customer 
officer  or  chief  user  experience  offi¬ 
cer.  That’s  the  ideal  place,  and  there’s 
growth  in  the  number  [of  companies] 
who  have  that.  If  that’s  not  there,  then 
it’s  complicated  where  UX  sits.  In  our 
maturity  model,  you  can’t  go  beyond 
level-one  maturity  without  an  execu¬ 
tive  champion  and  a  writ¬ 
ten  strategy  for  maturing 
the  practice.  If  that’s  not 
there,  you’re  just  doing 
piecemeal  stuff. 


You've  talked  about  creating  a  usability  factory.  What 
does  that  look  like? 

I  get  in  trouble  for  using  the  word  “factory.”  Factory  sounds  too 
low-end,  too  mindless;  UX  is  anything  but  mindless.  I  use  “prac¬ 
tice”  more.  This  is  where  the  problem  comes  in.  An  executive  says 
we  need  to  get  at  this,  and  they  have  no  idea  how  to  set  up  a  prac¬ 
tice.  A  serious  practice  is  set  up  with  a  whole  infrastructure,  and 
that  includes  having  methods,  user  interface  standards,  training 
and  certification,  and  knowledge  management.  You  also  have  to 
have  the  right  culture,  organizational  structure  and  staffing.  All 
of  this  needs  to  be  in  place.  You  have  organizations  missing  just 
one  or  two  of  those  things  and  then  they  say,  “This  isn’t  working 
well,”  and  they  just  get  rid  of  it. 


What  about  the  CIO? 

Probably  70  percent  of  the 
time  UX  is  under  the  CIO— 
and  that’s  often  a  problem. 
A  lot  of  CIOs  don’t  under¬ 
stand  UX  and  don’t  care 
about  it.  The  CIO  of  the 
future  might  get  really 
good  at  it,  but  today  a  lot  of  CIOs  are 
worried  about  getting  [the  app]  done 
on  time,  making  sure  it  doesn’t  crash, 
and  not  about  its  appropriateness  for 
the  market  and  ease  of  use  or  whether 
it’s  compelling.  Those  are  metrics  that 
most  CIOs  aren’t  comfortable  with. 
Whether  the  CIO  will  understand  more 
how  to  do  UX,  or  whether  it’s  moved 
out  to  marketing  or  product- manage¬ 
ment  channels,  remains  to  be  seen. 

Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 
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Cloud  Management 

PLANNING  FOR  THE  FUTURE 

Herb  VanHook,  Vice  President  &  Deputy  Chief  Technology  Officer,  BMC  Software 

Herb  spends  much  of  his  time  with  BMC  customers,  and  focuses  specifically  on  the 
technology,  process  and  organization  impacts  and  opportunities  presented  by  Cloud 
Computing  and  Data  Center  automation  models.  He  leads  BMC's  overall  Cloud 
strategy  for  the  CTO  office. 


As  clouds  mature,  they  are  growing 
more  and  more  heterogeneous. 
What's  your  take  on  this  evolution 
—and  how  should  IT  leaders  think 
about  managing  it? 

The  new  world  of  cloud  itself  is  unavoid¬ 
ably  heterogeneous— a  mixture  of 
architectures,  technologies,  vendors,  and 
delivery  models.  IT  leaders  continue  to 
be  concerned  about  the  complexity  of 
their  IT  environments  and  how  the  various 
technologies,  workloads,  and  application 
portfolios  drive  up  the  overall  cost  of 
ownership.  It's  an  ongoing  battle  for  IT 
to  manage  this  complexity. 

There  are  really  two  distinct  paths  that 
IT  leaders  take  to  address  heterogeneity. 
One  is  to  try  and  compartmentalize  it,  to 
handpick  what  should  be  in  or  out  and 
build  a  closed  environment— a  clean 
room  of  sorts.  It  works  for  a  while,  but 
you're  left  with  a  moment  in  time— and 
things  get  stale  very  quickly  in  technology. 

The  second,  and  where  I  see  the  trend 
heading,  is  to  embrace  cloud  computing 
as  a  set  of  next-generation  IT  options  that 
will  enhance  and  transform  the  existing 
IT  space.  You  switch  from  a  mind-set  of 
policing  to  one  of  enabling,  and  you  seek 
management  solutions  that  can  straddle 
the  evolving  heterogeneous  world.  Busi¬ 
nesses  are  being  transformed  this  way, 
and  old,  resistant  companies  will  see  their 
legacies  challenged. 


<bmcsoftware 


Wow.  That  sounds  like  an  enormous 
management  challenge.  Is  that 
mind-set  attainable,  in  practice? 

Of  course  it  is  attainable,  but  it  means  a 
shift  in  culture,  behavior,  and  process, 
not  just  tight,  integrated  management. 
Embracing  an  open  mind-set  requires  quite 
a  bit  more  up-front  planning,  vision,  and 
discipline  than  taking  a  simple  lockdown 
approach.  The  biggest  challenge  is  to  think 
outside  the  box  and  put  service  quality, 
business  needs,  and  customers  first. 

We  are  finding  that  IT  leaders  want  to 
bridge  the  old  and  new  worlds  and  apply 
their  time-tested  IT  governance  models 
and  best  practices  to  cloud  computing. 
However,  those  practices  will  have  to 
be  reexamined  and  evolved.  Most  IT 
organizations  seek  to  manage  all  of  their 
technology  choices  and  accompanying 
processes  with  a  common  management 
solution  set. 

So  much  focus  is  placed  on 
standing  up  a  cloud  environment 
—but  success  and  failure  lie  in 
its  ongoing  operation,  what  are 
the  key  components  to  running  a 
healthy  cloud  for  years  to  come? 

The  cloud  market  is  still  in  a  very 
early  stage  of  adoption,  especially 
internal  private  clouds.  Early  efforts 
have  focused  purely  on  infrastructure 
provisioning,  which  has  become  rather 
easy  and  straightforward— but  now  our 
customers  want  to  move  "up  stack" 
in  offering  and  consuming  higher-level 
cloud  services. 


Cloud  computing  is  forcing  a  change  in 
the  operational  paradigm.  As  IT  groups 
shift  to  a  cloud  computing  model,  they 
face  basic  operational  issues— such  as 
how  to  manage  cloud  users,  manage 
capacity,  and  measure  key  performance 
indicators.  To  demonstrate  success  for 
cloud  initiatives,  organizations  must  show 
how  they  are  better  leveraging  capital 
assets,  reducing  overall  service  costs, 
and  enabling  the  velocity  of  business. 


Keys  to 

Cloud  Success: 

•  Look  ahead! 

Look  down  to  road  5-10  years 
to  your  company's  technology 
needs. 

•  Transform  your  business! 

Look  beyond  the  Cloud  as  an 
alternative  delivery  mechanism 
and  ask  how  it  can  drive  business 
innovation  for  your  company. 

•  Take  the  "Top  down"  approach! 

in  addition  to  automating  infra¬ 
structure,  successful  imple¬ 
mentations  also  include  Cloud 
consumer  requirements  of  the 
types  of  services  to  be  offered. 

•  Go  hybrid! 

External  clouds  will  be  mixed 
with  internal  IT  services  in  a 
combined  delivery  model. 

For  more  information  visit: 
bmc.com/cloud 


Custom  Solutions  Group 
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Avoid  Mobile  App  Failure 

Success  requires  a  road  map,  a  business  sponsor  and  lots  of  user  feedback 


BY  LAUREN  BROUSELL 

AS  COMPANIES 

rush  to  deploy 
applications  for 
smartphones  and 
tablets,  many 
mobile  apps  will  fail  because  they 
were  pushed  out  too  quickly  and 
don’t  meet  user  needs  for  usefulness, 
usability  and  desirability. 

As  one  Forrester  Research  report 
put  it:  “Successful  mobile  applica¬ 
tions  must  be  loved.  The  opposite  of 
love  is  not  hate;  it’s  indifference.  In  a 
world  where  there  are  already  hun¬ 
dreds  of  thousands  of  mobile  apps  to 
choose  from,  indifference  is  failure.” 

Analysts  recommend  these  steps 
for  a  more  successful  rollout. 

Develop  a  road  map.  Determine 
the  goal  of  the  app,  how  you’ll  mea¬ 
sure  its  success  and  how  it  will  make 
users’  lives  easier.  “The  biggest  prob¬ 
lem  for  most  companies  is  that  they 
don’t  have  a  good  definition  for  what 
they  really  want,”  says  Jack  Gold, 
principal  analyst  at  J.  Gold  Associates. 

Gold  says  the  step-by-step  road 
map  should  include  how  much 
each  step  will  cost.  (Design  and 
development  costs  average  between 
$200,000  and  $350,000,  according 
to  Forrester.)  And  pad  out  the  time 
line.  “Assume  it  will  take  longer  than 
you  think  it  will  and  it  will  cost  more 
than  you  think  it  will,”  Gold  says. 

Mobile  apps  require  deep 
research  about  users  and  their  hab¬ 
its.  “Do  your  homework,  define  what 
you  want  and  get  feedback  from  cus¬ 
tomers,”  Gold  says.  “Don’t  just  do  it 
because  competitors  are  doing  it.” 

Decide  whether  to  use  exter¬ 
nal  or  in-house  developers.  Large 
companies  tend  to  have  the  resources 


for  full-time  in-house  developers 
because  they  have  larger  IT  staffs, 
says  John  Reed,  senior  executive 
director  at  Robert  Half  Technology. 

But  developing  mobile  apps  is 
not  like  other  enterprise  software 
development  projects.  Gold  says 
it’s  very  difficult  to  find  an  in-house 
developer  who  has  both  the  design 
and  programming  skills  to  handle 
the  whole  project. 


Companies  often  think  they  can 
find  the  right  person  internally  but 
later  learn  they  should’ve  gone  with 
an  outside  agency  specializing  in 
mobile  apps,  says  Michael  Facemire, 
senior  analyst  at  Forrester  Research. 

When  seeking  an  external  agency, 
look  for  firms  that  match  the  size  of 
your  organization.  Gold  says  big 
companies  often  go  with  big  consul¬ 
tancies  and  midsize  companies  may 
go  with  smaller  consultancies. 

He  also  urges  companies  to  look 
at  the  agency’s  prior  work  and  per¬ 
haps  have  them  mock  up  a  few  sam¬ 
ple  designs  for  your  project. 

Get  a  project  sponsor.  “You 
need  to  have  a  champion  in  the  line 
of  business,”  Gold  says.  “Line-of- 
business  folks  are  in  a  better  position 
than  IT.  Look  at  this  as  a  partnership. 
You  have  to  have  IT  in  there,  but  IT 
shouldn’t  lead.” 

Do  a  pilot  test  and  get  user  cri¬ 
tiques.  Feedback  is  essential  when 


launching  a  mobile  app  because  pro¬ 
grammers  and  designers  won’t  be 
the  actual  users.  “The  one  thing  that 
will  doom  an  app  faster  than  any¬ 
thing  is  to  have  a  programmer  that 
never  uses  it  and  doesn’t  get  feedback 
from  users,”  Gold  says. 

Forrester  recommends  using 
mobile  feedback  management  tools, 
such  as  TestFlight,  HockeyApp 
or  App47,  to  automatically  collect 


-FORRESTER  RESEARCH 

feedback  from  users.  You  can  get 
feedback  through  the  app  itself  and 
through  channels  such  as  social 
media,  the  company  website  and 
ratings  in  an  app  store. 

Eventually  the  feedback  will  start 
to  pile  up,  at  which  point  Forrester 
recommends  assigning  a  person 
or  a  group  of  people  to  analyze  the 
responses  and  get  back  to  users, 
especially  the  unhappy  ones. 

Gold  points  out  that  a  lot  can  ride 
on  a  mobile  app,  including  public 
perception  of  the  company,  customer 
satisfaction  and  big-money  invest¬ 
ments.  “[A]  bad  approach  is  costly,” 
Gold  says.  “This  stuff  isn’t  free  and  it 
ticks  off  customers.  Once  they  try  it 
and  don’t  like  it,  the  chance  of  them 
coming  back  is  not  really  high.” 


Contact  Staff  Writer  Lauren  Brousell 
at  lbrousell@cio.com.  Follow  her  on 
Twitter:  @lbrousell.  Executive  Editor 
Mitch  Betts  contributed  to  this  article. 


"Successful  mobile  applications  must 
be  loved.  The  opposite  of  love  is 
not  hate;  it's  indifference." 
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YOU  SEE  YOUR 
PATIENT  PRIVACY 
AT  RISK. 

WE  SEE  YOU 
PROVIDING  MORE 
PERSONAL  CARE. 
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PATIENT: 

STEPHANIE  CHATFIELD 


SECURE  MOBILITY  FROM 
GOOD  HELPS  YOUR 
BUSINESS  MOVE  FREELY. 


Imagine  mobilizing  healthcare  without 
compromising  patient  privacy.  Good  secures 
critical  information  anywhere  it  travels  on  the 
latest  mobile  devices.  So  healthcare  providers 
can  access  records  and  share  files  using 
mobile  apps,  all  with  the  confidence  of  knowing 
your  business  is  protected.  See  how  some  of 
the  most  successful  companies  are  mobilizing 
business  with  Good. 
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Ad  agency  Ogilvy  and  Mather  dumps  its  knowledge  management 
system  for  an  open-source  global  intranet 

BY  STEPHANIE  OVERBY 


"We  pursue  knowledge,"  advertising  pioneer  David  Ogilvy  once  said,  “in  the  way  a  pig  pursues 
truffles.” 

Naturally  when  the  IT  team  at  the  eponymous  Ogilvy  and  Mather  built  a  global  knowledge- 
management  platform  in  1999,  they  called  it  Truffles.  The  system,  containing  every  major  client  case 
study  going  back  decades,  became  the  foundation  for  day-to-day  business  at  the  $1.9  billion  agency. 
But  over  time,  technology  passed  Truffles  by.  Fewer  and  fewer  of  the  company’s  18,000  employees 
used  it.  Those  who  did  consulted  it  as  a  simple  directory  for  phone  numbers  or  client  information. 

Instead  of  upgrading  Truffles,  CIO  Yuri  Aguiar  and  his  team  did  a  little  digging  of  their  own, 
and  the  result  is  a  collaboration  system  honored  with  a  2013  CIO  100  award.  ►  ► 
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►  ►  Collaboration  Continued  from  Page  24 


First,  IT  and  corporate  communications  inter¬ 
viewed  120  users  around  the  globe  and  found  that 
employees  wanted  a  system  that  worked  like  their 
favorite  social  media  tools. 

Ogilvy’s  digital  strategy  group,  which  works 
with  the  agency’s  clients,  then  identified  several 
key  requirements,  including  the  ability  to  create 
groups  with  varying  levels  of  security  and  privacy, 
and  the  ability  for  users  to  post  content  without  pre¬ 
approval  from  headquarters. 

Aguiar  and  his  team  built  what  they  call  their 
Social  Intranet  on  Liferay’s  open-source  portal, 
hosted  in  Ogilvy’s  private  cloud.  “We  were  able  to 
bring  in  social  media  capabilities  but  make  sure 
that  when  we  shared  things,  it  was  in  a  controlled 
fashion,”  says  Aguiar. 

Top-Secret  Sharing 

Rolled  out  enterprisewide  in  February,  the  system 
operates  in  multiple  languages,  with  communi¬ 
ties  based  on  geography,  client  accounts  and  other 
interest  groups.  There  are  also  differing  levels  of 
security  controls.  For  example,  open,  searchable 
groups  allow  anything  except  licensed  content  to  be 
shared.  Some  administered  groups  require  employ¬ 
ees  to  request  access,  like  one  for  digital  marketing 
analytics.  Top-secret  groups,  like  one  that  could 
include  a  new  client’s  pre-production  smartphone 
design,  allow  only  a  handful  of  employees  to  join. 
“Those  don’t  even  show  up  in  search,”  says  Aguiar. 

To  get  employees  to  use  the  new  system,  Aguiar 
highlighted  internal  case  studies,  like  the  CEO  of 
Ogilvy  PR  who  moved  one  of  his  video  blogs  to  the 
Social  Intranet.  Today  20,000  employees,  consul¬ 
tants  and  partners  are  on  the  system,  he  says.  Usage 
is  up  600  percent  compared  to  recent  activity  on 
Truffles.  Improvements  include  multi-language 
search,  so  if  you’re  looking  for  a  fuel  expert,  for 
example,  the  system  knows  to  look  for  “gas”  in  the 
U.S.  and  “petrol”  in  the  U.K.  The  intranet  is  also  a 
gateway  to  key  corporate  applications. 

Aguiar  is  most  proud  of  the  teamwork:  business 
requirements  from  users  worldwide,  IT  from  Cali¬ 
fornia,  architecture  design  in  New  York  and  North 
Carolina,  alpha  testing  in  England,  development 
and  testing  in  Mumbai  and  New  York,  language 
testing  in  Germany  and  China,  and  creative  design 
in  Singapore  and  New  York.  “We  used  global  col¬ 
laboration  to  get  global  collaboration.” 


Stephanie  Overby  is  a  freelance  writer  based  in 
Massachusetts. 
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Dual-Persona  Phones 
Aren't  a  BYOD  Panacea 

BY  TOM  KANESHIGE 

The  bring-your-own-device  (BYOD)  trend  has 
a  dual-personality  problem,  with  corporate  and 
personal  data  residing  on  the  same  smartphone. 
Companies  don't  want  their  deep  secrets  to  get 
out,  while  employees  don't  want  to  be  told  how  to 
use  mobile  gadgets  that  they  bought  with  their  own  money. 

Help  may  be  on  the  way.  Mobile  software  vendors  tout 
features  such  as  a  virtual  software  partition  that  creates  busi¬ 
ness  and  personal  sections.  The  business  side  can  be  remotely 
wiped  if  the  phone  is  lost  or  stolen  or  the  employee  leaves 
the  company.  BlackBerry  Balance  does  this  on  BlackBerrys. 
VMware  and  Verizon  teamed  up  to  create  a  virtual  workspace 
on  certain  Android  smartphones. 

Apple's  native  apps,  such  as  Calendar  and  Contacts,  let  you 
tag  data  as  personal  or  business.  With  native  email,  the  iPhone 
can  have  separate  accounts  for  personal  email  and  work  email. 
This  allows  IT  departments  to  wipe  only  the  business  data  (or 
email  account)  within  the  app.  (But  most  third-party  apps  in 
the  App  Store  don't  separate  data,  which  means  IT  must  wipe 
the  entire  app  and  its  data.) 

The  Thin  Line:  You'd  think  that  with  so  many  options,  the 
duality  problem  would  be  solved,  but  it's  not.  Business  data  can 
skirt  the  virtual  partition  and  land  on  the  personal  side  of  the 
phone  or  in  a  personal  cloud-storage  account  such  as  Dropbox. 

One  company,  for  instance,  said  it  would  access  or  wipe  only 
business  content  on  a  BYOD  smartphone,  and  defined  busi¬ 
ness  content  as  email  and  business-related  documents.  Photos 
were  excluded  under  the  assumption  that  they  were  personal. 

But  "people  had  taken  pictures  of  whiteboards  that  con¬ 
tained  all  kinds  of  business  information,"  says  Matt  Karlyn,  a 
partner  at  the  law  firm  Cooley  LLP.  "You  can't  make  assump¬ 
tions  about  what's  business  and  what's  personal." 

Personal  information  can  sneak  into  the  business  side, 
too.  Another  company  bought  a  popular  note-taking  app  for 
its  BYOD  community.  When  the  phone  is  compromised,  the 
company  reserves  the  right  to  remotely  wipe  it.  But  employees 
got  so  comfortable  with  the  app  that  they  began  using  it  for 
personal  pictures,  voice  notes  and  recipes.  When  an  employee 
leaves  the  company,  they  lose  the  app.  Bye-bye,  personal  data. 

IT  has  tricks  for  safeguarding  business  data,  such  as  using 
geofencing  to  disable  the  smartphone  camera  in  certain  work 
locations.  But  employees  have  their  own  ways  of  sidestep¬ 
ping  BYOD  policies,  such  as  emailing  documents  to  personal 
accounts  or  tagging  business  contacts  as  personal  ones. 

Tom  Kaneshige  is  a  senior  writer  for  CIO.com. 
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Business 
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Windows  Business 


PER  HOUR* 
PLUS  $60  OFF 
FIRST  MONTH 


COMPLETE  COST  CONTROL 


MAXIMUM  FLEXIBILITY 


■  Configure  the  Processor  Cores,  RAM 
and  Hard  Disk  Space 

■  Add  up  to  99  virtual  machines 


■  Full  transparency 

with  accurate  hourly  billing 

■  Parallels®  Plesk  Panel  11  included 

with  unlimited  domains 


FAIL-SAFE  SECURITY 


FULL  ROOT  ACCESS 

■  The  complete  functionality  of  a  root 
server  with  dedicated  resources 


■  Redundant  storage  and  mirrored 
processing  units  reliably  protect 
your  server 
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ANALYST  VIEW 

Mobile:  A  Real  Paradigm  Shift 

It's  time  to  get  started  on  smartphone  apps  that  will  make  employees  more 
productive  and  customers  more  loyal  by  josh  bernoff  and  ted  schadler 


Mobile  isn't  a  trend.  It’s  a  new  state  of 
mind.  Employees  and  customers  no 
longer  look  things  up,  they  just  expect 
them  to  be  there  on  their  mobile  device. 
You’d  better  not  disappoint  them. 
Consider  what  happens  when  a  person  gets  a  smart¬ 
phone.  They  request  the  weather,  restaurant  ratings  or 
the  current  state  of  their  company’s  sales  pipeline.  In  a 
Pavlovian  way,  each  request  reinforces  the  idea  that  every¬ 
thing  they  need  is  on  that  device.  This  creates  the  mobile 
mind  shift:  the  expectation  that  any  desired  information 
or  service  is  available,  on  any  device,  in  context,  in  a  per¬ 
son’s  moment  of  need.  Satisfy  that  expectation  and  you 
gain  loyalty  and  productivity.  Fail,  and  they’ll  switch  to  a 
better  app  from  some  startup. 

The  mobile  mind  shift  isn’t  universal  yet.  Among  con¬ 
sumers,  about  one  in  five  online  adults  in  the  U.S.  has  made 
the  mental  shift.  People  25  to  34  are  more  advanced  than 
those  who  are  older.  Affluent  people  have  shifted  faster. 
Overall,  the  shift  is  happening  rapidly  and  globally. 

CIOs  and  their  companies  must  make  their  own  mobile 
mind  shift.  Your  customer-facing  groups  besiege  you  with 


requests  for  mobile  utility,  even  as  employees  demand 
mobile  access  to  every  system.  But  your  information  sys¬ 
tems  are  not  up  to  the  task.  They  are  systems  of  record, 
built  to  securely  hold,  process  and  deliver  information 
and  transactions  to  computers  and  the  Web.  In  the  mobile 
world,  systems  of  record  disappear  into  the  background 
while  customers  and  employees  interact  with  new  systems 
of  engagement  that  deliver  information  and  service  much 
faster  and  in  the  physical  and  mental  context  they  expect. 

How  can  you  prepare?  Build  a  center  of  excellence  to 
guide  the  technology,  strategy  and  execution  of  all  mobile 
projects,  whether  focused  on  customers  or  employees.  Cre¬ 
ate  a  team,  as  GE  and  Citigroup  have,  that  uses  dedicated 
executives,  funding  and  staffing  to  build  expertise  and 
make  decisions  quickly.  Begin  the  massive  but  essential 
task  of  redesigning  your  systems  for  rapid  mobile  access. 

Your  customers’  loyalty,  your  employees’  productivity 
and  your  job  depend  on  your  success  here.  So  you’d  better 
get  started. 


Josh  Bernoff  is  SVP  for  idea  development  and  Ted  Schadler  is  a 
VP  and  principal  analyst  serving  CIOs  at  Forrester  Research. 
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Text  Analytics 
Can  Soothe 
Upset  Callers 

Using  text  analytics  technology 
to  analyze  call-center  transcripts 
and  customer  surveys,  emails  and 
tweets  can  improve  customer  ser¬ 
vice,  in  part  by  avoiding  pitches  that 
merely  annoy  customers,  according 
to  Ernst  and  Young. 

Every  major  financial  institution 
records  its  inbound  calls,  but  few 
examine  the  data  for  insights  into 
their  customers,  the  company  says 
in  a  report  by  consultants  Heidi 
Boyle,  Bernhard  Klein  Wassink  and 
Avril  Castagnetta. 


Text  analytics  software  searches 
textual  communications  for  insights 
that  could  help  businesses  reduce 
customer  attrition  and  target  cross¬ 
selling  efforts  for  greater  success, 
the  Ernst  and  Young  report  says. 
"Without  text  analytics,  executives 
miss  the  huge  pool  of  comments 
and  complaints  describing  customer 
attitudes  about  the  company,  its 
products  and  employees." 

For  example,  if  customers  are 
calling  frequently  with  billing  ques¬ 
tions,  it  may  be  a  sign  that  a  confus¬ 
ing  billing  statement  needs  to  be 
redesigned. 

Going  further,  the  combination  of 
text  analytics  and  voice-recognition 
software  can  determine  the  emo¬ 
tional  content  of  customer  com¬ 


munications.  If  this  is  done  while 
the  customer  is  on  the  phone,  the 
call-center  script  can  be  "adjusted  to 
the  customer's  emotional  state,"  the 
report  notes. 

"A  customer  calling  about  a 
replacement  debit  card  is  not  ready 
to  hear  a  pitch  for  a  new  mortgage 
product.  Likewise,  a  caller  who 
is  upset  about  service  and  billing 
problems  is  probably  not  willing  to 
be  up-sold  whole  life  insurance,"  the 
report  says. 

Text  analytics  software  can  help 
customer-service  reps,  the  report 
says,  by  "suggesting  relationship- 
building  actions,  instead  of  standard 
cross-selling  messages  that  stand 
little  chance  of  success." 

-Mitch  Betts 
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The  end  of  no.  The  beginning  of  Now. 

ServiceNow  is  the  enterprise  IT  cloud  company.  We  focus  on  transforming  enterprise 
IT  by  automating  and  standardizing  business  processes  and  consolidating  IT  across  the 
global  enterprise.  Organizations  deploy  our  service  to  create  a  single  system  of  record 
for  enterprise  IT,  lower  operational  costs  and  enhance  efficiency. 

To  learn  more,  go  to  servicenow.com/cio.do 
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HIRING  MANAGER 


Seeking  a  Perfect  Fit 

This  CIO  wants  IT  employees  who  are  dedicated  to  the  company's  mission  of 
using  IT  to  fight  healthcare  fraud  and  waste  by  phil  schneidermeyer 


Cynthia  Nustad  has  served  since  February 
2011  as  SVP  and  CIO  at  HMS  Holdings, 
which  offers  cost-containment  services  to 
commercial  and  government  health-insur¬ 
ance  payers.  HMS  specializes  in  coordinat¬ 
ing  benefits  (verifying  the  right  payers  pay  claims)  and 
program  integrity  (making  sure  claims 
are  paid  appropriately).  Last  year,  HMS 
recovered  $3.2  billion  for  clients  and  saved 
them  billions  more  by  preventing  errone¬ 
ous  payments.  As  a  company  with  signifi¬ 
cant  investments  in  data,  HMS  relies  on  an 
IT  team  that  is  growing  by  double  digits. 

Nustad  describes  how  she  hires  IT  staff 
members  who  fit  the  company’s  culture. 


"We  find  that 
new  hires  are 
more  successful 
when  they 
were  referred 
by  another 
employee." 


tion  about  their  experiences  with  the  healthcare  system. 
We  might  ask,  “Was  there  a  time  when  you  were  able  to 
help  drive  technological  development  for  the  betterment  of 
others?”  We  also  ask  whether  they’ve  applied  cost-effective 
technology  to  solve  business  problems  rather  than  install¬ 
ing  technology  for  technological  advancement.  As  a  fast 
and  dynamic  company,  we  also  ask  about 
their  ability  to  take  action  rather  than  wait 
for  approval. 


What's  the  culture  at  HMS  like? 

We  bring  solutions  to  the  healthcare  marketplace  that 
reduce  waste  and  inefficiency.  It’s  an  important  mission;  a 
nonpartisan  group  estimates  that  the  U.S.  healthcare  sys¬ 
tem  wastes  about  $750  billion  a  year.  Through  constant 
improvement  and  ongoing  technological  investments, 
we’re  addressing  that  significant  problem  and  helping  to 
improve  the  system  for  everyone. 

What's  the  best  way  to  ensure 
that  new  recruits  will  fit  in? 

We  highly  value  our  current  employees  and  their  personal 
and  professional  networks.  We  offer  reward  incentives  for 
referrals  from  employees  as  a  way  to  drive  a  shared  cul¬ 
ture.  We  also  find  that  new  hires  are  more  successful  when 
they  were  referred  by  another  employee  because  there  is 
an  added  level  of  accountability  to  the  employee  that  made 
the  referral. 

How  do  you  tell  whether  someone  will 
rally  around  the  company  cause? 

We  share  our  company  story  and  what  drives  our  busi¬ 
ness  and  then  see  what  the  candidate  offers  in  conversa¬ 


Do  you  hire  from 
certain  industries? 

For  the  IT  department,  we  hire  from  all 
industries,  but  because  of  our  great  need 
for  deep  data  and  analytics  skills,  we’re 
especially  interested  in  experienced  hires 
from  consumer  companies.  That  industry 
has  been  investing  in  big  data  and  listening  to  their  custom¬ 
ers  for  years.  HMS  can  offer  this  highly  sought-after  talent 
a  mission  that  focuses  on  making  a  difference  in  people’s 
lives  by  creating  value  in  the  healthcare  system. 

Do  you  put  each  hire  through 
an  online  assessment  for 
interpersonal  and  cultural  fit? 

We  use  these  tools  more  at  the  senior  leadership  level  than 
middle  management  or  college  hiring.  They  offer  some 
value,  but  I  find  the  input  of  my  peers  and  my  team  to  be  of 
greatest  value.  They  know  the  culture  and  the  team  dynam¬ 
ics  best  and  can  provide  me  with  the  feedback  I  need  to 
make  a  hiring  decision.  I’m  not  necessarily  looking  for  una¬ 
nimity,  but  the  feedback  also  helps  reinforce  our  culture. 
An  online  assessment  tool  can’t  do  this.  Generally,  we  like 
our  talent- acquisition  process  to  include  panel  interviews 
and  peer  feedback  so  that  we  listen  to  all  inputs  to  find  the 
best  employee  fit  for  our  team. 

Phil  Schneidermeyer  is  a  partner  with  Heidrick  &  Struggles, 
where  he  specializes  in  recruiting  CIOs  and  CTOs  for  all  industries. 
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PHOTO  COURTESY  OF  HEIDRICK  &  STRUGGLES 


TOMORRO  W 
starts  here. 


Today,  it’s  easy  to  marvel  at  how  far  we’ve  come. 

Our  phones  talk  to  our  TVs  to  record  our  favorite  shows.  Doctors  in  Estonia  diagnose  patients  in 
Denmark.  Social  networks  help  companies  improve  customer  service. 

And  yet,  up  to  now,  more  than  99%  of  our  world  is  not  connected  to  the  Internet. 

But  we’re  working  on  it. 

And  tomorrow,  we’ll  wake  up  pretty  much  everything  else  you  can  imagine. 

Trees  will  talk  to  networks  will  talk  to  scientists  about  climate  change. 

Stoplights  will  talk  to  cars  will  talk  to  road  sensors  about  increasing  traffic  efficiency. 
Ambulances  will  talk  to  patient  records  will  talk  to  doctors  about  saving  lives. 

It's  a  phenomenon  we  call  the  Internet  of  Everything-an  unprecedented  opportunity 
for  today's  businesses. 

Tomorrow? 

We  're  going  to  wake  the  world  up.  And  watch,  with  eyes  wide,  as  it  gets  to  work, 
tttomorrowstartshere 
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Infosys  Ltd. 


Midlife  Crisis 

Indian  outsourcer  Infosys  struggles  to  supplement 
its  commodity  programming  services  with 
high-value  business  offerings  by  john  ribeiro 

THE  PITCH 

Indian  outsourcer  Infosys  is  looking  for  growth  in  high-value  services 
as  some  of  its  traditional  businesses,  such  as  application  maintenance, 
become  commoditized.  The  company  also  needs  to  convince  customers 
and  investors  that  it  can  deliver  on  its  new  business  strategy,  which  it 
grandly  calls  Infosys  3.0. 

The  company  wants  to  break  away  from  having  to  hire  people  by  the 
thousands  to  earn  more  revenue.  The  model  worked  well  for  Infosys  and 
its  Indian  peers  for  several  years  because  of  the  low  cost  and  easy  avail¬ 
ability  of  staff  in  India,  but  it's  getting  harder  to  recruit  high-quality  staff. 

Infosys  CEO  S.D.  Shibulal  plans  to  focus  more  on  consulting  and  sys¬ 
tems  integration,  to  partner  with  customers  in  achieving  their  business 
objectives  through  risk-sharing  pricing  models,  and  to  develop  reusable 
platforms  and  intellectual  property.  "3.0  is  designed  around  a  simple 
principle,  and  that  is  to  increase  client  relevance,"  he  says. 


THE  CATCH 

In  the  short  term,  a  difficult  world¬ 
wide  market  for  IT  services  and  a 
turbulent  transformation  to  the  new 
business  strategy  are  costing  Infosys 
in  terms  of  revenue  and  profit.  The 
company’s  revenue  growth  of  6.6  per¬ 
cent  last  year  was  much  lower  than 
the  15.2  percent  posted  by  rival  Tata 
Consultancy  Services  and  the  18  per¬ 
cent  reported  by  HCL  Technologies, 
according  to  Gartner  research. 

To  face  those  challenges,  Infosys 
brought  back  former  CEO  N.  R.  Nara- 
yana  Murthy  as  executive  chairman. 
Murthy  says  he  will  “add  value”  to 
Shibulal’s  role  as  CEO. 

Customers  should  keep  an  eye 
on  the  company’s  staff  attrition  rate, 
says  Sudin  Apte,  principal  analyst 
and  CEO  of  research  firm  Offshore 
Insights.  Infosys  reported  employee 


attrition  of  16  percent  in  the  first  quar¬ 
ter.  “If  the  attrition  rate  reaches  20  to 
25  percent,  then  customers  may  see 
key  people  leaving  from  the  teams 
that  are  working  for  them,”  Apte  says. 

THE  SCORE 

Working  remotely  with  Infosys’  IT 
services  teams  in  India  has  not  been 
difficult,  says  Carl  Hoburg,  who  at 
the  time  he  was  interviewed  was 
CIO  of  NovaSom,  which  provides 
home  testing  services  for  obstruc¬ 
tive  sleep  apnea.  Infosys  helped  the 
startup  migrate  to  the  Salesforce. 
com  cloud  and  develop  firmware 
for  new  wireless  devices  that  collect 
patient  data.  Hoburg  says  he’s  been 
impressed  by  the  company’s  profes¬ 
sionalism,  customer  service  and  tech¬ 
nology  expertise. 

Infosys  is,  however,  regarded  by 


Headquarters:  Bangalore,  India 
Employees:  156,688 
2012  Revenue:  $7.4  billion 
CEO:  S.D.  Shibulal 

What  They  Do:  Infosys  is  an  Indian 
provider  of  IT,  back-office  and  consult¬ 
ing  services.  Offerings  include  appli¬ 
cation  development,  infrastructure 
management  services  and  business 
process  outsourcing,  product  engi¬ 
neering,  and  systems  integration  and 
consultancy.  Sixty-two  percent  of  its 
revenue  comes  from  North  America. 


some  analysts  as  risk- averse  and  not 
very  aggressive  in  pricing.  “Their 
ability  to  execute  on  their  strategy  is 
I  taking  time,  and  we  have  often  seen 
that  proposals  that  involve  new  pric- 
|  ing  models  and  other  mechanisms  do 
not  get  approved  by  the  finance  and 
legal  teams,”  Apte  says. 

The  company  has  also  been  too 
busy  with  its  internal  transforma¬ 
tion,  including  management  changes, 
while  its  competitors  have  been 
investing  in  client-facing  functions 
to  attract  business,  he  says. 

Infosys  may  also  face  problems 
from  a  proposed  U.S.  immigration 
|  bill  that  would  tighten  requirements 
for  H-1B  and  L-l  visas.  The  company 
has  facilities  in  key  markets  like  the 
U.S.  and  hires  locally,  but  it  still  sends 
many  people  from  India  to  work  on 
client  projects.  About  60  to  65  per¬ 
cent  of  Infosys’  staff  working  in  the 
U.S.  have  H-1B  or  L-l  visas,  Apte  says. 


John  Ribeiro  is  the  Bangalore  correspon¬ 
dent  for  IDG  News  Service. 
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Chris  Clark 

PRESIDENT  AND  CHIEF 
OPERATING  OFFICER 

As  president  and  chief  operat¬ 
ing  officer  at  Fiberlink,  Chris 
is  responsible  for  driving 
product  strategy,  R&D,  mar¬ 
keting,  sales,  and  business 
development  for  its  MaaS360 
enterprise  mobility  manage¬ 
ment  platform. 


FOR  MORE  INFORMATION: 

please  visit  www.maas360.com 

ADDITIONAL  READING:  Three  Key 
Steps  to  Achieving  Mobile  Security 
Harmony  -  www.maas360.com/ 
MobileSecurity 


MaaS360" 

by  Fiberlink 


CIO 


Custom  Solutions  Group 


Mobile  Security:  More 
Challenge  than  Chore 

Innovation  needed  to  make  solutions  more  efficient 


Fiberlink’s  MaaS360  Enterprise  Mobility 
Management  platform  is  used  by  global 
companies  to  securely  manage  applica¬ 
tions,  documents,  and  devices.  Chris 
Clark,  president  and  chief  operating 
officer,  joined  the  company  in  2003 
to  spearhead  its  transformation  into 
a  software  and  services  provider  for 
secure  mobile  workforce  solutions. 

He  recently  discussed  the  impact  of 
mobile  on  today’s  enterprise. 

Mobile  device  issues  seem  to  be  domi¬ 
nating  enterprise  strategy  discussions. 

Is  that  reality  or  is  it  overblown? 

Along  with  analytics  and  business  intelli¬ 
gence,  mobile  is  one  of  the  most  impor¬ 
tant  CIO  agenda  items,  if  not  the  most 
important,  and  I  think  it  will  continue. 
Laptops  and  desktops  have  been  around 


maximum  productivity,  so  I  find  IT  has 
become  much  more  end-user  sensitive. 

Are  enterprises  getting  a  handle  on 
mobile  issues,  or  exasperated  by  the 
time  and  effort  involved? 

I  actually  find  them  fairly  positive  and 
upbeat  about  solving  it  —  it's  not  so  much 
a  chore  as  a  challenge.  This  is  where  CIOs 
will  differentiate  themselves  by  develop¬ 
ing  an  integrated  strategy  and  operation 
that  drives  employee  use  of  personal 
devices  and  applications  all  within  a  con¬ 
stant  mobile  working  mode. 

Is  mobile  management  going  to  get 
easier  and  more  cost  effective? 

Mobile  management  is  going  to  become 
a  larger  and  larger  portion  of  the  budget, 
of  the  challenge  and  of  the  workload.  But 


“CIOs  are  really  grappling  with  how  to  unlock  maximum  productivity 
for  employees  in  this  BYOD  [bring  your  own  device]  era  but  want  to 
ensure,  first  and  foremost,  there  are  no  data  leakages  ” 


for  a  long  time  so  there  is  not  much  new 
going  on  in  that  area,  but  the  smartphone 
and  tablet  tsunami  continues.  Whether 
Fortune  500,  midmarket  or  SMB,  com¬ 
panies  are  eager  about  the  amount  of 
mobile  technology  and  apps  that  they 
can  use  in  their  business  but  concerned 
with  the  risk  they  introduce  if  not  con¬ 
trolled  correctly. 


I  also  think  that  mobile  device  manage¬ 
ment  and  mobile  application  manage¬ 
ment  will  evolve  into  a  broader  enterprise 
mobility  management  platform.  This  will 
streamline  and  make  it  easier  to  solve 
and  optimize  for  both  the  IT  group  and 
the  business.  So  there  is  going  to  be  more 
innovation  and  solution  creation  to  make 
this  more  efficient. 


Are  enterprises  willing  to  give  up  little 
on  security  in  order  to  gain  in  mobility 
and  agility? 

I  don’t  think  CIO  organizations  yield 
or  give  up  on  data  protection  as  long  as 
they  know  where  the  holes  are.  CIOs  are 
responsible  first  and  foremost  for  protect¬ 
ing  the  corporation  and  frankly  produc¬ 
tivity  is  the  secondary  fiduciary  duty 
at  that  level.  They  definitely  are  under 
pressure  at  the  CEO  level  and  from  sales 
and  marketing  teams  to  ensure  they  have 


Some  companies  have  adopted  BYOD 
wholeheartedly,  some  are  resisting  and 
others  are  struggling  to  find  a  middle 
path.  What  do  you  advise? 

We  think  BYOD  is  a  recruiting  tool,  is  a 
productivity  tool  and  frankly  is  a  fait  ac¬ 
compli  that  will  be  the  only  way  of  doing 
things.  We  tell  people  to  embrace  it  and 
show  them  how  they  can  use  various 
container  approaches  to  ensure  they  have 
the  right  recipe  to  solve  the  data  exposure 
and  the  control  issues.  ■ 


cloud  ~  cover 


When  a  Spreadsheet  Won't  Cut  It 

Cloud-based  workforce-management  software  helps  a  giant  construction 
company  schedule  800techniciansinthefield  by  mary  k.  pratt 


Ledcor  Technical  Services,  which 
lays  cable  for  North  America’s  largest 
communications  networks,  needed 
a  better  way  to  schedule  more  than 
800  field  technicians,  and  those 
workers  needed  a  better  way  to 
track  their  jobs  and  send  reports. 
The  spreadsheets,  Word  documents 
and  PDF  files  the  company  was  using 
just  weren’t  up  to  the  task,  says  CIO 
Greg  Sieg. 

“It  was  this  multilayered  chess 
game,  and  you  can’t  solve  it  without 
some  system  capabilities,”  says  Ryan 
Yada,  director  of  applied  technology. 

So  the  business,  one  of  The  Led¬ 
cor  Group’s  construction  companies, 
started  its  search  for  the  right  soft¬ 
ware.  The  tool  had  to  bring  immediate 
improvements  but  also  be  able  scale 
to  meet  increasing  demands.  It  had  to 
process  the  full  spectrum  of  resource 
planning,  from  scheduling  workers 
to  collecting  reports  on  completed 
assignments.  It  had  to  work  with 


various  mobile  devices.  And  it  had  to 
deliver  clear  financial  benefits. 

Yada  says  mobile  workforce-man¬ 
agement  software  from  ClickSoftware 
became  an  early  frontrunner  because 
it  met  Ledcor’s  key  requirements  and 
because  it  could  be  deployed  as  either 
on-premise  software  or  software-as- 
a-service  (SaaS).  The  cloud  version 
won  out,  Sieg  says,  in  part  because 
it  meant  Ledcor  didn’t  have  to  invest 
in  new  hardware  or  dump  many  new 
responsibilities  on  its  internal  IT  staff. 

Also,  the  SaaS  option  could  be 
delivered  significantly  faster,  Yada 
says.  Ledcor’s  IT  team  started  to 
deploy  the  ClickSoftware  suite  in 
August  2012,  and  the  first  phase  was 
completed  in  30  days. 

Company  officials  say  they’re  see¬ 
ing  several  types  of  ROI,  including: 

■  a  22  percent  increase  in  average 
amount  of  work  done  per  day 

■  a  100  percent  increase  in  the  speed 
;  of  the  billing  process,  because  the 


software  automated  the  collection  of 
required  information 
■  a  50  percent  increase  in  the  num¬ 
ber  of  field  technicians  that  each 
dispatcher  can  manage,  because  the 
software  automates  much  of  the  dis¬ 
patch  process 

Jeanine  Sterling,  an  analyst  at  Frost 
and  Sullivan,  says  a  growing  number 
of  companies  are  using  mobile  work¬ 
force-management  suites.  She  says 
that  about  a  third  choose  cloud-based 
software,  a  third  use  on-premise  soft¬ 
ware  and  another  third  choose  a  com¬ 
bination  of  cloud  and  on-premise. 

Yada  says  the  company  is  finish¬ 
ing  its  deployment  at  Ledcor  Techni¬ 
cal  Services  and,  given  the  project’s 
success,  is  looking  at  other  business 
areas  where  ClickSoftware’s  cloud 
offerings  could  produce  similarly 
strong  payoffs. 


Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 


Federal  CIO  Calls  for  Government  to  Run  IT  as  a  Service 


The  White  House's  latest  blueprint  for  modernizing  federal  IT 
operations  calls  for  a  service-oriented  model  that  would  more 
closely  resemble  the  way  IT  services  are  provisioned  in  the  private 
sector,  while  also  empowering  agency  CIOs  to  gain  more  control 
over  their  IT  portfolios. 

The  Obama  administration  has  been  working  for  several  years 
to  get  federal  agencies  to  cut  IT  costs,  adopt  cloud  computing  and 
consolidate  data  centers.  "A  key  lesson  learned  is  that  agencies 
should  evolve  their  IT  portfolios  to  deliver  IT  'as  a  service,"'  writes 
U.S.  CIO  Steven  VanRoekel  in  a  blog  post  explaining  the  updated 
plan,  called  PortfolioStat  2.0. 

"Unlike  traditional  capital  models  where  assets  are  purchased 
for  individual  projects,  the  service  delivery  model  entails  agencies 
deploying  their  IT  like  a  business,  optimizing  it  for  consumption 
agency-wide.  For  example,  with  cloud  computing  solutions,  agen¬ 
cies  have  a  scalable  and  transparent  way  to  provision  IT  services, 


giving  agencies  a  viable  enterprise  alternative  to  often  stove- 
piped,  capital  IT  investments,"  VanRoekel  writes. 

Federal  agencies  working  under  the  PortfolioStat  program  have 
identified  $2.5  billion  in  IT  savings  that  can  be  achieved  in  the  next 
two  years.  The  administration  wants  to  close  40  percent  of  its 
data  centers  by  fiscal  year  2015. 

A  key  goal  of  the  updated  IT  blueprint  is  to  enhance  the  role  of 
agency  CIOs  by  granting  them  authority  over  IT  governance,  secu¬ 
rity  and  program-management  oversight  Too  often,  VanRoekel 
says,  agencies  "are  managing  IT  in  a  decentralized  manner,  miss¬ 
ing  opportunities  to  leverage  enterprise  scale  and  leading  to  inef¬ 
ficiencies  and  duplication  in  the  allocation  of  IT  resources." 

Consequently,  the  administration  wants  to  give  CIOs  more  cen¬ 
tralized  authority  within  a  department  or  agency  so  they  have  a 
holistic  view  of  the  organization's  various  IT  deployments. 

-Kenneth  Corbin 
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You're  thinking,  I  need  a  technology  partner  that  can 
deliver  to  the  same  standards  in  Tangier  as  it  does  in 
Tokyo. 

We're  doing... 

Expanding  into  new  territories  is  challenging,  considering  the  cultural,  regulatory  and  practical  complexities  that  come  with  conducting 
business  in  foreign  countries.  Dimension  Data's  presence  in  1 50  countries  across  five  continents,  equips  us  to  deliver  standardized,  consistent 
services  and  solutions  to  clients  in  all  of  them.  This,  combined  with  our  multi-vendor  expertise,  flexible  global  transactional  models, 
e-procurement  system  and  network  of  Preferred  Partners,  will  help  your  business  grow  a  formidable  international  footprint. 

Contact  us  at  1 .866. DIDATA  US,  or  visit  dimensiondata.com  to  learn  more  about  Dimension  Data's  solutions  for  accelerating  your  business. 


accelerate  your  ambition 
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Show  'Em  Some  Love 

How  to  get  on  your  IT  outsourcing  vendor's  Very  Important  Customer  list— 
without  going  overboard  by  Stephanie  overby 


You  may  not  want 
to  be  your  IT  out¬ 
sourcing  provider’s 
favorite  client  (that 
probably  means 
you’re  making  them  the  most  money 
with  the  least  effort),  but  you  don’t 
want  to  be  on  their  blacklist  either. 
The  “very  important  customer”  ros¬ 
ter  is  where  you  want  to  be. 

“Being  at  the  top  of  your  provid¬ 
er’s  priority  list  will  inevitably  inure 
to  your  benefit  over  the  long  haul,” 
says  Steve  Martin,  partner  with  out¬ 
sourcing  consultancy  Pace  Harmon. 
“And  figuring  out  how  to  get  there 
without  having  to  buy  your  way  into 
this  elite  club  is  worthwhile.” 

There  are  some  simple,  but  often 
overlooked,  ways  to  show  your  out¬ 
sourcing  provider  a  little  love  and  get 
more  attention  in  return— without 
giving  away  too  much. 

Be  reasonable  in  negotiations. 
You  set  the  tone  for  the  outsourcing 
engagement  long  before  the  contract 
is  signed.  “This  is  a  long-term  rela¬ 
tionship.  There’s  no  need  to  fight  for 
every  point  in  the  negotiation,”  says 
Shawn  Helms,  partner  in  the  out¬ 
sourcing  and  technology  transac¬ 
tions  practice  of  law  firm  K&L  Gates. 
“Taking  a  hard-line  approach  or  ask¬ 
ing  for  unreasonable,  out-of-market 
terms  creates  ill  will  from  day  one.” 

Open  up.  There’s  nothing  like 
a  post-nuptial  revelation  to  ruin  a 
good  relationship.  A  coveted  cus¬ 
tomer  will  provide  full  disclosure 
of  its  environment  during  the  due- 
diligence  period,  says  Pace  Harmon’s 
Martin,  including  an  accurate  asset 
inventory,  current  performance  lev¬ 
els,  and  the  number  of  resources  sup¬ 
porting  operations. 


Avoid  hyper-technical  inter¬ 
pretations  of  the  contract.  Valued 
outsourcing  customers  “live  the 
spirit  of  the  [outsourcing]  agreement 
and  not  just  the  words,”  says  Edward 
Hansen,  co-chair  of  the  global  sourc¬ 
ing  practice  at  Baker  and  McKenzie. 

“If  you  conducted  your  contract¬ 
ing  process  in  an  optimal  fashion, 
you  should  have  a  contract  that 
embodies  a  great  working  relation¬ 
ship  that  you  forged  as  you  were 
working  through  the  problems  that 
arise  during  negotiations,”  Hansen 
says.  “Bringing  this  problem-solving 


attitude  into  the  way  you  manage 
your  vendor  after  contract  signing 
is  a  great  and  fair  way  to  keep  the 
relationship  on  track.” 

Offer  rewards.  “Providers  will 
show  you  the  love  if  you  show  them 
the  money— or  at  least  the  poten¬ 
tial  to  earn  it,”  says  Martin  of  Pace 
Harmon.  “Reward  strong  vendor 
performance  and  service  with 
opportunities  to  pick  up  additional 
revenue  and  make  clear  the  linkages 
between  their  financial  prospects 
and  their  performance.” 

Be  a  partner.  You  want  collabo¬ 
ration?  Create  a  team-based  environ¬ 
ment.  Seeking  innovation?  Invite 
key  provider  personnel  to  strategy 
meetings.  “Never  underestimate  the 
human  side  of  the  relationship,”  says 
Martin.  “Providers  are  more  likely 
to  engage  if  they  feel  their  custom¬ 


ers  are  actively  partnering  with 
them,  everywhere  from  day-to-day 
tactical  activities  through  executive 
business-development  initiatives.” 

If  you  want  more,  pay  more. 
“Customers  should  understand  that 
changes  in  scope  can  increase  the 
cost  to  a  service  provider  in  a  way 
that  was  not  originally  accounted 
for  in  the  service  provider’s  busi¬ 
ness  plan,”  says  Helms  of  K&L  Gates. 
“The  customer  should  want  its  ser¬ 
vice  provider  to  make  money  and 
maintain  its  margins— that  leads  to 
better  service.” 


Lend  a  hand.  If  your  vendor 
starts  failing  to  meet  its  commit¬ 
ments,  hold  off  on  the  finger-point¬ 
ing  and  try  to  help  them  resolve  the 
issue.  “A  well-executed  outsourcing 
agreement  is  an  ecosystem  where 
everything  depends  on  everything 
else,”  says  Hansen  of  Baker  and 
McKenzie.  “If  you  allow  your  vendor 
to  fail  in  one  area,  you  are  setting  the 
business  up  for  misery  and  the  ven¬ 
dor  up  for  failure.” 

Pay  your  bills  on  time.  Sounds 
simple  enough,  but  some  customers 
delay  large  payments  to  their  IT  pro¬ 
viders  to  help  their  own  cash  flow.  “It 
ends  up  being  a  real  annoyance,  or 
problem,  for  the  service  provider,” 
says  Helms. 


Stephanie  Overby  is  a  frequent  contribu¬ 
tor  to  ClO.com's  IT  outsourcing  section. 


"The  customer  should  want  its  service 
provider  to  make  money  and  maintain  its 

margins-that  leads  to  better  service." 

-SHAWN  HELMS,  PARTNER,  K&L  GATES 
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Transforming  IT: 

Getting  to  Business  Value 


Market  a 
Pulse 


CIOS  ARE  INCREASINGLY  WORKING  to  improve 
their  company's  business  in  several  ways.  They  are 
studying  market  trends  to  spot  commercial  opportunities, 
helping  to  identify  ways  to  differentiate  their  company 
from  the  competition,  developing  new  go-to-market  strat¬ 
egies  using  technology,  and  driving  business  innovation. 

A  higher  proportion  of  CIOs  than  ever  think  their  jobs 
are  as  much  about  business,  if  not  more,  as  about  tech¬ 
nology.  According  to  CIO  magazine's  2013  "State  of  the 
CIO"  survey,  81  percent  of  CIOs'  time  is  spent  on  trans¬ 
formational/business  strategist  activities.  In  addition, 

CIOs  think  several  emerging  trends— including  mobility, 
cloud  and  big  data— have  the  potential  to  significantly 
improve  the  business,  according  to  a  recent  IDG  Research 
Services  survey. 

However,  the  IDG  survey  also  reveals  a  gap  between 
what  CIOs  want  and  what  a  broad  slice  of  IT  and  business 
managers  think  is  realistically  possible.  The  IT  leaders 
think  many  of  these  same  trends  brought  significant 
challenges.  For  example,  while  66  percent  say  mobility 
brought  significant  benefits,  59  percent  say  it  also 
produced  significant  challenges.  For  several  trends,  the 
challenges  and  potential  benefits  are  neck  and  neck. 

In  addition,  survey  respondents  rank  operational 
and  tactical  benefits,  such  as  lowering  operating  costs 


Functional  areas  within  the  enterprise  that 
are  creating  the  greatest  challenges  for  IT 
organization,  with  regard  to  support,  integration, 
and/or  investments 


Finance 

Customer  Care 

Marketing 

Supply  Chain 

Human 

Resources 
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Procurement 
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SOURCE:  IDG  Research  Services;  BASE:  322 


(51  percent)  far  higher  than  strategic  top-line  business 
benefits,  such  as  driving  top-line  growth  (22  percent). 

In  other  words,  while  CIOs  are  working  to  better  align 
IT  with  the  business,  it's  often  still  business  as  usual  in 
the  trenches.  CIOs  have  the  best  of  intentions,  but  their 
organizations  are  floundering.  IT  and  business  managers 
don't  necessarily  understand  the  strategic  business 
value  inherent  in  emerging  IT  and  business  trends,  and 
therefore  their  role  in  bringing  forth  this  value.  They  may 
underrate  the  value  of  new  technologies  as  well  as  the 
need  for  a  new,  transformational  direction  for  IT.  They 
may  be  locked  in  to  traditional  thinking:  an  iT-as-a-service 
organization  tasked  with  lowering  costs  rather  than 
driving  business  innovation  and  top-line  growth. 

CIOs  need  to  involve  themselves  proactively  in  busi¬ 
ness  strategy.  "IT  used  to  be  a  corporate  service  func¬ 
tion,"  says  Tim  Byrne,  CIO  at  Robert  W.  Baird  &  Co.,  an 
employee-owned  wealth  management,  capital  markets, 
private  equity  and  asset  management  firm.  "Now  it  is 
becoming  an  integral  part  of  the  business,  led  by  a 
business  leader  as  opposed  to  a  technologist." 

What's  required  is  a  blending  of  IT  and  business, 
including  finance  and  other  departments.  To  accomplish 
that,  the  business  must  fully  understand  the  value  of 
IT  and  the  role  it  can  play  to  achieve  business  goals. 

Only  then  can  the  two  sides  be  full  partners  in  setting 
IT  strategy  and  governance. 

in  most  cases,  the  lead  must  come  from  the  IT  side. 
CIOs  need  to  take  the  reins  to  increase  the  alignment 
with  business  and  move  their  organizations  forward. 
Specifically,  the  CIO  must  become  the  chief  integration 
officer.  That  means  not  only  integrating  technology  but, 
more  importantly,  integrating  the  people.  CIOs  must  reach 
across  to  business  units  as  well  as  below  to  IT  staffs, 
getting  them  to  relax  their  grip  on  the  traditional  IT  model. 

Says  Byrne:  "My  job  is  to  make  sure  IT  has  a  great 
relationship  with  the  business." 


Learn  more  at  www.kpmg.com/us/cioagenda. 
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Managing  Mobile  Mania 

Allow  BYOD,  but  don't  risk  your  corporate  data  by  michael  fitzgerald 


In  January  2008,  only  10 
percent  of  U.S.  companies 
responding  to  an  Aber¬ 
deen  survey  said  they 
allowed  workers  to  use 
personal  devices  at  work.  In  July 
2012,  that  figure  jumped  to  more 
than  80  percent,  a  sign  of  the  popu¬ 
larity  the  bring-your-own-device 
(BYOD)  trend.  But  just  because 
workers  have  smartphones  doesn’t 
mean  they’re  smart  about  security. 

“I  have  no  trouble  with  people 
bringing  their  own  machines  to  work 
if,  and  only  if,  they  are  competent 
to  run  them,”  Dan  Geer,  a  security 
researcher  and  CISO  at  In-Q-Tel,  the 
CIA’s  venture-capital  arm,  said  in  an 
email.  “If  they  are  mere  subscribers 
with  a  penchant  for  shiny  things, 
then  keep  them  out  of  the  network.” 

The  trouble  is,  the  worker  who 
likes  shiny  things  may  be  the  CEO, 
who  wants  to  use  an  iPad  to  run 
business-intelligence  dashboards. 

“When  I  started  here  a  year  ago, 
we  had  execs  with  an  iPhone  or  iPad 
and  they’d  bring  it  in  and  hook  it 
up  and  walk  around  with  it,”  says 
Ben  Haines,  who  was  CIO  at  Pabst 
Brewing  when  he  was  interviewed. 
(He  recently  moved  on  to  become 
CIO  of  Box.)  Haines  says  that  when 
he  pointed  out  the  risks  inherent 
in  walking  around  with  insecure 
connections,  the  executives  imme¬ 
diately  understood.  Haines  set  up 
a  mobile  device  management  policy 
and  found  a  platform  to  handle  it 
(MaaS360  from  Fiberlink),  and  in 
two  weeks  it  was  up  and  running. 

In  the  2012  poll,  Aberdeen  found 
that  more  than  half  of  the  U.S.  com¬ 
panies  that  allow  employees  to  use 
their  own  hardware  set  no  restric¬ 


tions  on  devices.  “Look,  scream 
it  from  the  rooftop,  we  know  that 
mobility  gives  a  real  competitive 
advantage,”  says  Andrew  Borg,  an 
analyst  at  Aberdeen.  “But  it  appears 
that  ‘We’ve  got  to  go  mobile  now, 
we’ll  figure  it  out  later’  appears  to  be 
what  many  organizations  are  doing.” 

Borg  says  there’s  no  reason  to  take 
such  risks.  Aberdeen  says  a  single 
compliance  lapse  could  cost  a  com¬ 
pany  $10,600  to  $461,699,  depend¬ 
ing  on  the  number  of  compliance 
violations  on  the  device. 


Analysts  say  one  huge  BYOD 
blunder  is  giving  users  access  to 
every  application  on  the  network. 
It’s  one  thing  to  give  access  to  email, 
another  to  open  up  ERP,  says  Dan 
Shey,  an  analyst  at  ABI  Research. 
Email  is  fairly  safe,  because  it  “tends 
to  be  a  closed  system— you  can  con¬ 
nect  to  it  and  not  connect  to  corporate 
systems  and  databases,”  he  says. 

Another  major  blunder  is  failing 
to  provide  training  to  employees. 
They  need  guidance  on  what  they 
should  and  shouldn’t  do  on  the  cor¬ 
porate  network.  That’s  obviously 
true  for  companies  subject  to  regula¬ 
tions  like  those  governing  the  health¬ 
care  industry.  But  employees  at  any 
company  can  overstep  their  bounds. 
Give  them  education  and  training, 
then  ask  them  to  sign  a  document 
that  promises  they’ll  comply  with 
your  company’s  policies. 


Executives  can  learn  a  lot  from 
IBM,  which  was  one  of  the  first  com¬ 
panies  to  allow  BYOD  and  has  more 
than  130,000  employees  participat¬ 
ing.  “We  don’t  deliver  the  keys  to  the 
kingdom,”  says  Bill  Bodin,  IBM’s 
CTO  for  mobility,  who  is  responsible 
for  the  company’s  BYOD  initiative. 

IBM  has  a  set  of  corporate  secu¬ 
rity  guidelines  its  workers  must 
follow.  Managers  approve  BYOD 
requests.  The  company  then  assigns 
workers  an  eight-digit  alphanumeric 
password,  and  IBM  has  full  remote- 


wipe  capabilities  if  a  device  is  lost 
or  stolen,  though  it  has  “container¬ 
ized”  its  applications  so  that  it  does 
not  have  to  wipe  an  entire  device  to 
protect  its  data.  IBM  limits  the  appli¬ 
cations  people  can  access,  usually  to 
email  and  a  collaboration  suite. 

Bodin  says  all  workers  who  want 
to  use  their  own  devices  have  to  get 
“certified.”  IBM  developed  45  min¬ 
utes  of  video  modules  on  the  princi¬ 
ples  of  secure  mobile  computing,  and 
workers  must  pass  a  test  on  the  vid¬ 
eos  to  be  eligible  to  use  their  devices. 

Bodin’s  advice  for  BYODers?  “I 
would  start  small.  Qualify  a  partic¬ 
ular  device.  Ask,  ‘What  are  my  core 
capabilities  I  need  to  mobilize?’  And 
don’t  put  the  company’s  data  at  risk.” 


Michael  Fitzgerald  is  a  freelance 
contributor  to  CSO  magazine,  a  sister 
publication  to  CIO. 


Just  because  workers  have 
smartphones  doesn't  mean 

they'll  be  smart  about  security. 


1,  2013  www.cio.com 


Introducing  the  Dell  SonicWALL  SuperMassive  9000  Series 


Every  day  your  network  is  asked  to  do  more.  Carry  more  traffic.  Ward  off  more  sophisticated  threats.  Traditional  firewalls 
are  no  longer  able  to  keep  pace.  Meet  the  challenge  with  the  new  Dell™  SonicWALL™  SuperMassive™  9000  Series, 
a  Next-Generation  Firewall  that  examines  every  packet  without  compromising  network  performance. 


The  SuperMassive  platform  was  engineered  to  address  the  security  and  high  performance  demands  of  carriers  and  service 
providers.  Rendering  competitors'  traditional  firewalls  obsolete,  the  SuperMassive  9000  Series  offers  that  same  high  level  of 

protection  and  performance  to  the  enterprise  in  an  elegant  one-rack  unit  (1U)  appliance  that  saves  space,  power,  and  cooling  costs. 

* 

sonicwall.com/SuperMassive9000 


The  power  to  do  more 


Copyright  201.5  Deli  Inc  All  rights  reserved  Dell  SonicWALL  is  a  trademark  of  Dell  Inc  and  alt  othc-r  Dell  SonicWALL  product  and  service  names  and  slogans  are  trademarks  of  Dell  Inc 
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This  year's  00 100  award  winners 

see  the  need  for  speed  to  deliver  business  agility  1 1 


IT  work  shows  innovation  and  impressive  business  value.  In  2013,  it’s  clear 

‘ 


that  meeting  those  marks  often  requires  a  quicker  way  to  get  things  done. 
External  customer  transactions,  internal  decision  making,  the  very  way  IT 
operates  to  support  new  business  ideas— it's  all  going  faster,  then  faster  still. 

Think  of  it  as  the  business  equivalent  of  breaking  the  space-time  continuum: 
Significantly  increase  your  speed,  and  you  can  reach  new,  possibly  more  prof¬ 
itable  realms  ahead  of  competitors.  After  coming  out  with  a  new  product  or 
service,  quickly  tweaking  it  to  reflect  customer  feedback  can  push  you  into  an 
even  better  position,  says  Adi  Alon,  a  managing  director  in  Accenture’s  innova¬ 
tion  and  product-development  practice.  “Designing  your  innovation  process 
and  operating  model  for  speed,”  he  says,  “is  a  very  critical  weapon.” 
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Amgen  uses  data  analytics  to  quickly 
determine  whether  a  manufacturing 
process  is  deviating  from  the  precise 
specifications  required  for  biologic 

medicines,  says  CIO  Diana  McKenzie. 
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"Were 

focused 
on  speed 

because  the 
opportunity  is 
there  to  address 
fundamental 
problems  in 
healthcare." 

-Brian  Garcia,  CTO,  Healthagen 


CIO  100  winner  Stuart  Kippelman,  CIO  of  Covanta  Energy, 
led  a  project  to  streamline  a  clumsy  and  slow  customer  con¬ 
tract  process.  The  sooner  paying  clients  are  set  up,  of  course, 
the  sooner  money  comes  in.  “There’s  no  such  thing  as  too  fast,” 
he  says. 

Our  honorees  encompass  many  industries,  including 
pharmaceuticals,  insurance,  and  oil  and  gas,  and  they  achieve 
speed  through  various  means.  Agile  development,  analytics, 
a  portable  ERP  system  and  a  homegrown  search  engine  are 
among  the  technology  tools  they  used.  Perhaps  more  impor¬ 
tant  is  the  “opportunity”  mind-set,  says  Brian  Garcia,  a  CTO  at 
Aetna.  An  IT  group  focused  on  finding  business  opportunity 
will  naturally  want  to  move  quickly  to  grab  it,  he  says. 

Here,  some  standout  winners  share  insights  about  how 
they  got  smart  about  getting  fast. 

Get  Your  Own  House  in  Order 

Before  the  IT  group  can  make  a  difference  for 
colleagues,  it  should  get  its  own  house  in  order. 
At  some  companies,  plans  for  systems  to  sup¬ 
port  a  killer  new  product  can  disappear  into  a 
slow,  convoluted  development  process,  says 
Garcia,  CTO  of  Aetna’s  Healthagen  subsidiary,  which  sells 
health-management  technology  and  services.  Healthagen  also 
funds  startups  working  on  mobile  and  online  health  tools, 
incubating  the  small  companies  so  the  $36  billion  Aetna  has 
the  option  to  someday  use  the  technology  internally  or  sell  it. 

A  key  goal  for  Healthagen  is  to  create  products  to  help 
hospitals,  pharmacies,  doctors  and  patients  share  data  and, 
as  a  result,  make  healthcare  decisions  faster.  That  could  be 
a  mobile  app  to  manage  diabetes  or  a  business  intelligence 
system  to  navigate  the  federal  Affordable  Care  Act.  “We’re 
focused  on  speed  because  the  opportunity  is  there  to  address 
fundamental  problems  in  healthcare,”  he  says. 

When  he  joined  Healthagen  from  Aetna’s  core  IT  group, 
Garcia  set  about  replacing  traditional  development  methods 
with  agile  and  lean  ones.  The  project  has  cut  six  months  or 
more  from  the  process  of  building  software,  he  says.  One 
new  revenue-generating  app  built  using  agile  methods  was 
launched  as  a  business  recently:  InvolveCare  helps  families 
coordinate  care  of  elderly  relatives  with  dementia. 

But  even  as  the  company  moved  at  top  speed,  Garcia  didn’t 
want  to  lose  sight  of  good  design.  Agile  teams  can  sometimes 
ignore  human-centered  design  principles  in  a  bid  to  pump 
out  prototypes,  he  says.  His  team’s  watchword  is  “invisibility.” 

That  is,  a  key  test  for  a  new  system  or  application  is 
whether  the  user  has  to  spend  much  time  fiddling  with  it  to 
do  anything  useful.  Technology  shouldn’t  distract  anyone,  but 
hum  in  the  background  as  the  doctor  and  patient  talk,  decide 
and  act,  Garcia  says.  “Let  the  tech  enrich  that  relationship.” 

Technology  should  also  work  the  way  a  customer  thinks, 
he  says.  Healthagen  developers  sometimes  write  code  with  a 
user  persona  in  mind,  such  as  a  35-year-old  woman  who  lives 


in  San  Francisco  and  has  a  specific  health  condition.  Doing 
so  helps  developers  avoid  wasted  time  building  features  that 
will  be  omitted  later.  “The  speed  theme  permeates  everything 
we  do,”  he  says. 

Work  Faster  Than 
the  Sales  Team 

s  world  economies  suffer  through  reces¬ 
sion,  not  many  companies  have  to  contend 
with  explosive  growth  in  sales,  employee 
count  and  geographic  territories.  But  that’s 
exactly  what  confronts  Christopher  Barron, 
global  CIO  of  Valerus. 

Valerus  installs  and  services  equipment  for  the  natural  gas 
industry  and  started  life  focused  on  the  Texas  market.  But  a 
large  investor  decided  to  step  up  its  game  in  2009,  pursuing 
business  outside  the  United  States.  Valerus  quickly  expanded 
to  Jakarta,  Iraq,  and  many  other  countries— five  continents  in 
all.  The  privately  held  company  doesn’t  disclose  financial  data, 
but  says  sales  total  $1  billion  and  have  grown  a  whopping  39 
percent  per  year  between  2010  and  2012. 

During  this  aggressive  expansion,  IT  struggled  at  times  to 
keep  up,  Barron  says.  Valerus’  legacy  IT  was  not  designed  to 
be  picked  up  and  plopped  down  in  other  countries  and,  as  a 
result,  was  starting  to  impede  corporate  expansion,  he  says. 
For  example,  the  company  bought  all  its  computer  equipment 
in  the  U.S.  and  shipped  it  to  new  offices  in  other  countries.  But 
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CLOUD  SERVICES  HELP 

IMPROVE  PRODUCTION . 

AND  THAT  HELPS  FEED  THE  PLANET. 


{POWERFUL  ANSWERS} 


Responding  to  a  dynamic  environment  with  scalable  cloud  technology.  Advances  in  technology  allow 
agricultural  operations  to  improve  production  by  accessing  a  wide  range  of  information  from  soil  and  climate 
data  to  supply  chain  logistics.  Verizon  Terremark  Cloud  delivers  a  portfolio  of  services  to  securely  and  cost- 
effectively  add  scalable  computing  power  so  that  companies  can  adjust  to  the  ups  and  downs  of  business. 

These  cloud  solutions  are  helping  to  make  businesses  more  adaptive,  quick  and  intelligent. 
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that  was  slow  and  expensive,  leaving  Valerus  vulnerable  to 
losing  business  to  rivals,  he  says. 

Although  Valerus  could  see  where  it  needed  to  improve, 
some  companies  can’t,  says  Tom  Pettibone,  a  partner  at  con¬ 
sulting  company  Transition  Partners.  For  them,  diagramming 
a  business  process  can  highlight  the  black  holes.  A  hospitality 
company  he  recently  worked  with,  for  example,  used  a  dia¬ 
gram  to  find  that  the  finance  department  wasn’t  acting  quickly 
enough  on  proposals.  Projects  with  the  potential  to  improve 
sales  and  service  languished.  Reforming  that  department’s 
processes  helped  cut  the  project  development  cycle  almost  in 
half,  Pettibone  says.  “You  want  to  strip  out  the  fat.” 

At  Valerus,  Barron’s  team  had  to  move  as  quickly  as  the 
sales  team  or  risk  becoming  an  obstacle  to  company  growth. 
He  launched  a  project  in  2011  to  create  a  quick-ramp  version 
of  Valerus’  SAP  enterprise  systems  using  cloud  computing 
and  virtualized  desktops.  The  company  can  now  build  a  fully 
functioning  office  to  support  new  business  in  less  than  72 
hours.  Deploying  a  standard  SAP  “experience”  to  each  region 
has  cut  software  implementation  time  in  half,  Barron  says. 

Valerus  now  buys  computers  locally,  rather  than  shipping 


machines  from  its  Houston  headquarters.  That’s  quicker,  less 
expensive  and  avoids  the  vagaries  of  customs  in  each  country, 
he  says.  IT’s  newfound  speed  lets  the  company  set  up  equip¬ 
ment  for  new  customer  projects  in  less  than  a  week,  which 
is  faster  than  competitors  and  has  helped  Valerus  win  deals, 
Barron  says. 


Look  for  Slow  Spots 


PS  S  hen  it  isn't  clear  where  to  apply  IT 

M/k  to  speed  things  up,  try  analyzing  how 

external  customers  interact  with  the 

company  digitally,  advises  Kippelman, 

''•"-'  W  WM  the  CIO  of  Covanta,  a  $1.6  billion  company 
that  converts  waste  into  energy. 

When  Kippelman  did  that  last  year,  he  saw  immediately 
that  the  contracting  process  took  too  long— weeks  or  months. 
It  was  largely  manual  and  every  deal  was  quite  different  from 
the  one  before.  It  seems  no  two  municipalities  create  exactly 
the  same  kind  and  amount  of  garbage  and,  therefore,  the  pro¬ 
cess  of  converting  that  waste  into  energy  differs,  too. 
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Christopher  Barron,  global  CIO  of  Valerias, 
which  serves  the  oil  and  gas  industry,  had  to 
get  IT  to  move  as  quickly  as  the  sales  team 
or  risk  becoming  an  obstacle  to  company's 
aggressive  international  expansion  plans. 


The  IT  group  interviewed  teams  from  sales,  legal  and  other 
areas  to  help  revise  the  business  process  behind  getting  a  con¬ 
tract  in  place.  Then  IT  built  an  application  for  managing  and 
tracking  contract  documents  as  they  wind  through  approvals. 
To  keep  the  process  moving,  the  system  notifies  individuals 
directly  of  items  they  must  address  and  tracks  changes  and 
routes  them  to  the  legal  department  for  review.  Customers  can 
access  contracts  and  initiate  changes  through  a  secured  web¬ 
site,  decreasing  the  need  for  back-and-forth  with  sales  people. 


As  a  result,  approval  times  for  contracts  shrunk  dramatically. 

A  related  electronic  billing  system  cut  paperwork  sent  to 
customers  by  75  percent  and  has  increased  the  number  of 
customers  paying  by  credit  card  by  50  percent.  Both  of  which 
save  time,  he  says. 

As  the  sales  agents  use  the  new  system,  IT  incorporates 
their  feedback  in  a  continuous  stream  of  improvements.  “No 
one  likes  change,  but  if  they  can  see  this  is  built  on  their  ideas, 
they  will  accept  it,”  he  says. 
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Steve  Novoselac 

TECHNOLOGY  MANAGER, 

TREK  BICYCLE  CORPORATION 

Steve  Novoselac  is  a 
Technology  Manager  at 
Trek  Bicycle  Corporation  in 
Waterloo,  Wl.  Steve  has  been 
managing  many  parts  of 
Trek's  technology  systems 
since  2008,  including  Business 
Intelligence,  Software 
Development,  SharePoint, 
CRM,  Yammer,  Mobile 
and  more. 
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Cloud  Bound... with  Confidence 


The  name  Trek  may  stir  up  visions  of 
mountain  and  road  bikes,  but  for  the  retailers 
of  these  and  other  bicycle  brands,  Trek 
Bicycle  Corporation  offers  much  more.  The 
company,  which  employs  1,600  people  and 
has  distributors  in  65  countries,  also  develops 
specialized  point-of-sale  (PoS)  systems  for 
bike  shops.  Trek’s  Steve  Novoselak  discusses 
his  experience  moving  to  infrastructure  as 
a  service  (IaaS)  and  platform  as  a  service 
(PaaS),  as  well  as  the  company’s  future  plans 
in  the  cloud. 

How  did  you  allay  any  concerns  about 
moving  to  the  cloud? 

Cloud  is  a  funny  thing  in  that  it  means 
different  things  to  different  people.  When 
we  said,  ‘We’re  moving  to  the  cloud,’  people 
didn't  understand,  and  they  had  concerns. 

To  help  the  business  understand  the  cloud, 
we  sent  them  to  the  data  center  for  a  tour. 

That  opened  their  eyes  and  helped  them 
realize  that  we  could  never  scale  our  own 
data  center  to  the  same  extent.  And  once  they 
understood  what  it  is— another  data  center 
that  we  don’t  have  to  manage— they  got  it. 

Also,  as  a  Microsoft  shop,  we  were  jumping 
into  very  familiar  toolsets  and  frameworks. 
This  gave  people  confidence  in  what  they 
could  do  on  the  platform,  and  it  became 
second  nature. 

What  value  have  you  realized  using  PaaS 
and  laaS  from  a  single  provider? 

It’s  a  huge  benefit  for  us.  Our  analytical 
offering,  Ascend  Analytics,  uses  SQL  Server 
Analysis  Services,  which  isn’t  offered  as  a 
hosted  solution.  So  we  started  on  PaaS.  We 
put  our  OLTP  databases  there,  and  pulled  that 
data  over  the  Internet  to  the  colo.  But  it  was 
taking  too  long.  When  Microsoft  made  IaaS 
available,  we  deployed  the  analysis  services  in 
the  same  data  center  and  alleviated  that  over- 
the-wire  bottleneck. 

What  other  benefits  have  you  experienced? 

Cost  is  a  significant  benefit.  By  reducing  our 
reliance  on  the  colo,  we  expect  to  reduce 


hosting  costs  by  $  15,000  a  month.  And  we’ve 
cut  our  server  upgrade  time  from  two  to  six 
weeks  to  just  two  hours.  That's  very  appealing 
from  a  bottom-line  perspective. 

Internally,  the  cloud  also  enables  us  to 
retain  employees.  Developers  want  to  work 
on  the  hot  new  thing.  They  see  everyone’s 
doing  it,  and  they  want  to  do  it  too.  If  you 
don’t  have  a  strategy  for  those  things,  they’ll 
find  an  employer  that  does.  Giving  our 
developers  an  opportunity  to  work  on  the 
cloud  enables  them  to  develop  the  skills  they 
need  to  continue  to  grow,  and  it  keeps  the 
job  exciting. 

Windows  Azure  provides  a  standardized 
infrastructure  on  which  to  build  applications. 
The  PaaS  has  a  well-known  and  published 
API  under  the  covers.  It’s  just  ready.  On 
the  IaaS  side,  once  you  connect  remotely 
into  a  VM  using  the  same  RDP  access  as 
in  Windows  Server,  you  can’t  tell  if  you’re 
running  in  the  cloud  or  on  your  local  laptop. 
It’s  that  transparent  and,  therefore,  familiar 
and  easy  to  use. 

What's  the  benefit  to  the  end  user? 

From  an  end-user’s  perspective,  it  doesn’t 
matter  where  our  solution  is  hosted,  as  long  as 
it’s  running  and  it’s  fast— and  Windows  Azure 
allows  us  to  do  that.  We  have  better  uptime, 
and  triple-redundant  data  copies  give  us 
more  resiliency.  In  the  cloud,  we’re  in  a  better 
position  in  terms  of  disaster  recovery  than 
anywhere  else. 

What  future  work  do  you  see  on 
Windows  Azure? 

We’re  in  the  process  of  moving  all  existing 
workloads  for  the  PoS  system  to  the  cloud. 
We’ve  moved  over  a  lot  of  VMs  and  physical 
servers,  including  our  website  running  on 
SharePoint  and  our  WordPress  blog.  It  shows 
the  breadth  of  what  you  can  do.  Anything  new 
we  go  cloud  first,  and  I  think  eventually  we’ll 
just  go  to  cloud  only.  We  are  extremely  pleased 
with  our  selection  of  the  Windows  Azure 
platform.  The  capabilities,  performance,  scale 
and  cost  enable  us  to  do  more  with  less. 


COVER  STORY  ::  2013  CIO  100  Awards 


Travel  Forward  in  Time 

Fast  is  great,  but  getting  ahead  is  better.  That’s 
true  innovation,  says  Alon  from  Accenture. 
Too  many  companies  fall  into  what  he  calls  an 
innovation  death  spiral.  That’s  when  new  ideas 
or  processes  are  developed  only  to  defend  the 
company’s  current  position,  rather  than  to  push  the  company 
forward.  Refreshing  something  that  already  exists,  he  says,  “is 
renovation,  not  innovation.” 

Analytics  and  search  technologies,  in  particular,  can  help 
companies  go  from  reacting  quickly  to  business  changes  to 
anticipating  them,  Pettibone  says.  A  CIO  who  can  help  tell 
the  future  is  valuable  indeed. 

Amgen,  a  $17.3  billion  pharmaceutical  company,  puts  a  pre¬ 
mium  on  spotting  potential  trouble.  The  CIO  100  award  win¬ 
ner  analyzes  manufacturing  and  laboratory  data  with  such 
precision  and  depth  that  it  can  identify  budding  problems— 
and  avert  them— sometimes  more  than  a  month  in  advance. 

In  the  pharmaceutical  business,  product  shortages  due 
to  manufacturing  issues  can  leave  patients  without  needed 
medicines  or  scientists  without  research  materials.  Slight 
deviations  from  the  precise  specifications  that  pharmaceuti¬ 
cal  companies  must  follow  can  shut  down  production.  Even 
a  brief  delay  can  cost  the  company  a  lot  of  money. 


IVe  had  a  lot  of  help  from  42  judges,  including 
former  CIOs,  academic  experts  and  independent  con¬ 
sultants.  The  judges  evaluated  the  385  applications 
according  to  two  criteria:  innovation  and  business 
value.  Applications  that  received  a  score  of  16  or  higher 
(out  of  a  possible  20)  were  selected  for  a  second  round 
of  scrutiny  by  CIO  magazine  editors. 


A  list  of  the  distinguished  judges  and  a  full 
of  the  methodology  are  available  online  at: 

www.cio.com/article/736289 


explanation 


"There's  no 
such  thing 
as  too 

fast." 

-Stuart  Kippelman,  CIO,  Covanta  Energy 


Amgen  makes  biologic  medicines,  made  of  cells  and  pro¬ 
teins.  The  cultures  can  take  months  to  grow.  One  wrong  move 
and  whole  manufacturing  lots  can  be  ruined. 

Using  statistical  analysis  of  data  points  collected  in  real 
time  during  the  process,  Amgen  identifies  “weak  signals”  that 
could  indicate  brewing  problems  in  the  manufacturing  cycle. 
Scientists  then  delve  deeper,  taking  corrective  steps  if  neces¬ 
sary.  The  analytics  system  includes  virtualized  data  ware¬ 
housing  tools  from  Denodo,  multivariate  analysis  tools  from 
Umetrics  and  various  software  modules  from  SAR 

By  modeling  multiple  potential  variations  that  could  be 
indicated  by  the  weak  signals,  Amgen  can  draw  conclusions 
much  faster  than  in  the  past,  says  CIO  Diana  McKenzie. 

In  one  recent  example,  Amgen  identified  the  cause  of  a  cell 
culture  problem  about  a  month  earlier  than  it  otherwise  might 
have.  For  that  biologic  product,  making  the  fix  early— and  not 
losing  that  month— saved  $2.4  million,  she  says.  Depending  on 
the  product,  manufacturing  a  lot  can  cost  more  than  $1  million, 
she  says.  “This  is  Amgen’s  taming  of  big  data.” 

Steve  Randich,  CIO  of  the  Financial  Industry  Regulatory 
Authority  (FINRA),  is  slaying  a  data  analytics  monster  of  his 
own.  The  primary  mission  of  FINRA  is  to  protect  investors 
from  Wall  Street  crime.  But  investigating  alleged  Wall  Street 
criminals,  even  with  politics  aside,  is  immensely  complex. 

FINRA  keeps  a  few  dozen  structured  and  unstructured 
databases  and  other  electronic  collections  of  information 
on  about  4,250  brokerages  and  630,000  brokers  and  other 
registered  financial  advisers.  Employees  can  search  all  these 
sources  for  material  related  to  an  individual  or  company 
under  review,  developing  multi-stage  queries  that  weight 
data  sources  depending  on  the  kind  of  information  they’re 
after.  They  can  also  set  up  alerts  so  they  are  notified  when  new 
pertinent  data  is  available.  But  it  didn’t  used  to  be  that  way. 

Until  2011,  some  FINRA  employees  didn’t  have  immediate 
access  to  some  sources.  Other  critical  files  were  still  paper, 
stored  in  boxes  and  cabinets.  It  could  take  weeks  to  com¬ 
plete  a  basic  background  search.  FINRA  decided  to  digitize 
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That’s  a  legitimate  concern,  Pettibone  says.  But  it’s  eas¬ 
ily  addressed,  in  part  by  placing  staff  members  with  hybrid 
business  and  technology  expertise  in  key  spots  in  various 
departments,  he  says.  Randich  and  Barron,  for  example,  are 
big  fans  of  that  tactic. 

Moving  fast  doesn’t  necessarily  mean  making  risky  moves, 
Alon  says.  In  fact,  quick  experiments  with  prototyping  new 
marketing  campaigns  or  product  ideas,  for  example,  can 
decrease  risk  by  revealing  tactics  for  breaking  into  new  busi¬ 
ness  segments,  finding  ways  to  make  better  use  customer  data, 
or  providing  other  valuable  insights. 

Even  an  internal  back-end  process  like  Amgen’s  manufac¬ 
turing  analytics  system  can  affect  the  company’s  overall  speed 
with  measurable  financial  results.  With  in-depth  manufactur¬ 
ing  knowledge,  “we  react  more  quickly  and  it  allows  us  to  pro¬ 
duce  a  higher-quality  product  and  have  more  manufacturing 
throughput,”  McKenzie  says. 

As  Kippelman  puts  it,  “Speed  is  a  game-changer.”  ran 

Contact  Managing  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  @knash99. 


most  data  sources  and  build  its  own  search  capabilities.  The 
Enterprise  Search  engine,  built  on  Solr  open-source  software, 
does  full-text  searching  like  Google,  but  is  tailored  to  FINRA’s 
need  for  “intelligent”  filtering  and  weighting  of  information, 
Randich  says. 

Now  a  typical  search  takes  less  than  a  minute,  allowing 
more  time  for  more  investigations.  FINRA  suspended  or 
barred  843  individuals  last  year,  compared  to  684  in  2008,  a 
year  when  it  logged  94  percent  more  complaints. 

“If  you’re  getting  information  faster  and  easier,  the  cost  of 
doing  so  is  going  to  be  less,”  he  says.  “Investigating  a  case  is 
easier,  cheaper,  quicker  and  more  likely  to  result  in  catching 
the  bad  guy.” 


Focus  Beyond  IT 

Some  IT  groups  hesitate  to  move  too  quickly, 
worried  that  if  they  get  too  far  in  front  of  business 
plans,  they  will  eventually  discover  that  they 
have  wasted  energy  and  money  on  the  wrong 
projects. 


Employees  often  resort  to 
unapproved  and  insecure  methods 
of  file  sharing,  which  completely 
bypass  company  security  policies. 

Globalscape’s  Mail  Express™ 
provides  a  secure  “box”  alternative. 

Learn  more  at: 
globalscape. com/CIO 
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Cancer  Treatment  Centers 

Covanta  Energy  Corp. 

Equifax,  Inc. 

Frank  Modruson,  CIO 

of  America 

Stuart  Kippelman,  VP  &  CIO 

Dave  Webb,  CIO 

Chad  Eckes,  CIO 

Allergan,  Inc. 

Cross  Country  Home  Services 

Evyap  Group 

Sue-Jean  Lin,  CIO 

CareFusion  Corp. 

Joel  Steigelfest,  CIO 

Fulya  Bicak  Mustu,  Head  of  IT  Sr 

Michael  Zill,  EVP  Sr  CIO 

Business  Process  Management 

J  Allrecipes.com,  Inc. 

CUNA  Mutual  Group 

"  Jeff  Willis,  VP  of  Technology 

Chattahoochee  Technical 

Rick  Roy,  SVP  of  Shared  Services 

EWIECo.,  Inc. 

College 
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Raman  Mehta,  CIO 

Allstate  Roadside  Services 

Dr.  William  Scott  Rule,  VP  for 

Doug  Peonski,  IT  Leader 

Student  Affairs  and  Technology 

Dalian  Wanda  Group 

Express  Scripts,  Inc. 

Corp.,  Ltd. 

Gary  Wimberly,  SVP  Sr  CIO 

American  Red  Cross 

Christiana  Care  Health  System 

Zhanbei  Zhu,  Croup  CIO 

John  Crary,  CIO 

Randall  Caboriault,  VP  &  CIO 

DFW  International  Airport 

Fairfax  County  Public 

Schools 

Amgen,  Inc. 

City  of  Boston 

William  Flowers,  VP  of 

Maribeth  Luftglass,  CIO  Sr 

Diana  McKenzie,  SVP  &  CIO 

Bill  Oates,  CIO 

Information  Technology  Services 

Assistant  Superintendent  of 
the  Department  of  Information 

ARi 

City  University  of  Hong  Kong 

Donlen  Corp. 

Technology 

Steve  Haindl,  SVP  &  CIO 

Andy  Chun,  CIO 

Dennis  Straight,  SVP  Sr  CIO 

FedEx  Corp. 

Assay  Depot,  Inc. 

Clarus  Marketing  Group,  Inc. 

The  Dow  Chemical  Co. 

Robert  B.  Carter,  EVP  of 

Christopher  L,  Petersen,  CIO 

Nathan  Dudek,  VP  of  Software 

Dave  Kepler,  Chief  Sustainability 

Information  Services  Sr  CIO 

Services 

Officer,  CIO,  Business  Services 

AT&T,  Inc. 

and  EVP 

Financial  Industry 

Thaddeus  Arroyo,  CIO 

Cleveland  Airport  System 

Regulatory  Authority 

Mark  Hogan,  CIO 

Dubai  Aluminium 

Steve  Randich,  CIO 

The  Blackstone  Croup  LP 

William  Murphy,  CTO 

Cognizant  Technology 

Ahmad  Almulla,  VP  of  IT 

Flo-Tech 

Solutions 

Dun  &  Bradstreet  Credibility 

Joe  Miller,  CIO 

BMC  Software,  Inc. 

Sukumar  Rajagopal,  SVP, 

Corp. 

Mark  Settle,  CIO 

CIO  Sr  Head  of  Innovation 

Aaron  Stibel,  SVP  of  Technology 

Ft.  Defiance  Indian  Hospital 

Board,  Inc. 

The  Boeing  Co. 

Colorado  Governor's  Office  of 

Edenred  USA 

Virgil  Chavez,  Director  of  IT 

Kim  Hammonds,  CIO 

Information  Technology 

Kristin  Russell,  Secretary  of 

Niraj  Jetly,  CIO  Sr  COO 

Services 

Boston  Scientific  Corp. 

Technology  Sr  State  CIO 

EMC  Corp. 

Gazprom  Marketing  & 

Rich  Adduci,  SVP  &  CIO 

The  Corporation  of  the  City 

Sanjay  Mirchandani,  CIO 

Trading 

Rob  Pringle,  Global  Director  of  IT 

Build- A-Bear  Workshop 

of  Brampton 

Emerson 

Dave  Finnegan,  Chief  Information 

Karthi  Bala,  Interim  CIO 

Kathy  McElligott,  VP  Sr  CIO 

GE  Digital  Energy 

and  Interactive  Officer 

Venki  Rao,  CIO 
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To  learn  more  about  how  to  keep  your  people  and  information  connected 
at  all  times,  visit  www.sungardas.com  or  call  (800)  468-7483. 


SUNGARD 

Availability  Services 


SunGard  Availability  Services  is 
your  partner  in  IT  availability. 
Our  experts  work  with  you  to 
understand  the  requirements 
specific  to  your  business,  and 
we  deliver  proven  solutions 
tailored  to  provide  exactly 
what  you  need. 


SunGard  partners  with  over  8,000  customers 
worldwide,  including: 

•  More  than  70%  of  Fortune  100  companies 

•  9  of  the  top  10  finance  companies 

•  8  of  the  top  insurance  companies 

•  7  of  the  top  manufacturing  companies 

•  6  of  the  top  health  services  companies 


The  Goodyear  Tire  Sr 
Rubber  Co. 

James  McKinnon,  CIO 


KLA-Tencor  Corp. 

Ashwin  Ballal,  VP  &  CIO 


PrimeLending, 
a  PiainsCapital  Company 

Tim  Elkins,  EVP  Sr  CIO 


U.S.  Bureau  of  Engraving 
and  Printing 

Peter  Johnson,  former  CIO 


HCA 

Marty  Paslick,  SVP  Sr  CIO 

HDFC  Life 

Thomson  Thomas,  CIO 


Land  O'Lakes,  Inc. 

Barry  Libenson,  former  CIO 

Leon  County  (Fla.)  Board  of 
County  Commissioners 

Patricia  Curtis,  MIS  Director 
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Healthagen, 
an  Aetna  subsidiary 

Brian  Garcia,  CTO  of  Healthagen 

Health  Decisions,  Inc. 

Wendy  Hessenthaler,  Manager  of 
IT  Product  Development 

Hess  Corp. 

Jeffrey  Steinhorn,  VP  Sr  CIO 

Hillel:  The  Foundation  for 
Jewish  Campus  Life 

Matthew  Braman,  VP  of  IT  Sr 
Administration 

IBM 

Jeanette  Horan,  VP  Sr  CIO 

ING  Direct  Australia 

Andrew  Henderson,  CIO 

Intel  Corp. 

Kim  Stevenson,  Corporate  VP 
Sr  CIO 

Interstate  Batteries 

Merv  Tarde,  CIO  and  VP  of  IT  and 
Facilities 

IPG 

Marty  Smith,  CIO 


Lincoln  Trust  Co. 

Charlie  Billings,  CTO 

Meridian  Health  Plan 

Thomas  Lauzon,  EVP  Sr  CIO 

Ministry  of  Housing  and 
Urban  Planning  of  Chile 

Piero  Gecele,  Chief  of  the  IT 
Division 

Mobily  Co. 

MedhatAmer,CIO 

Network  Rail 

Susan  Cooklin,  CIO 

The  Nielsen  Co. 

Shankar  Iyer,  Chief  Engineering 
Officer 

NYU  Langone  Medical  Center 

Nader  Mherabi,  SVP,  Vice-Dean 
Sr  CIO 

Ogilvy  &  Mather 

Yuri  Aguiar,  Senior  Partner  Sr  CIO 

Old  Dominion  Freight  Line, 
Inc. 

Chris  Young,  VP  of 
OD  Technology 


Janney  Montgomery  Scott  LLC 

Robert  Thielmann,  CIO 

Jet  Propulsion  Laboratory 

James  Rinaldi,  CIO 

Juhudi  Kilimo,  Ltd. 

Gilbert  Ambani,  CIO 


Oregon  Mutual  Insurance 

Bryan  Fowler,  VP  Sr  CIO 

Pfizer,  Inc. 

Jeffrey  Keisling,  VP  Sr  CIO 

Pitt  Ohio  Express 

Scott  Sullivan,  CIO  Sr  CFO 


King  County  (Wash.) 
Department  of  Information 
Technology 

Bill  Kehoe,  CIO 


Premier  Healthcare  Alliance 

Keith  Figlioli,  SVP  of  Healthcare 
Informatics 


The  Procter  Sr  Gamble  Co. 

Filippo  Passerini,  Group  President 
of  Global  Business  Services  Sr  CIO 


Valerus 

Christopher  Barron,  VP  Sr  Global 
CIO 


The  Progressive  Group  of 
Insurance  Companies 

Raymond  Voelker,  CIO 

Qualcomm,  Inc. 

Norm  Fjeldheim,  SVP  Sr  CIO 


Verizon  Wireless 

Shankar  Arumugavelu,  VP  of 
Information  Systems  Sr  CIO 

Villanova  University 

Stephen  Fugale,  VP  Sr  CIO 


Red  Hat,  Inc. 

Lee  Congdon,  CIO 

Reinsurance  Group  of 
America,  Inc. 

Mark  Showers,  CIO 


Wells  Fargo 

Jim  Smith,  EVP  Sr  Head  of  Digital 
Channels  Group 

Yodle,  Inc. 

John  Merryman,  CTO 


Restaurant  Technologies, 
Inc. 

Randy  Witt,  Director  of  IT 

San  Diego  County 
Technology  Office 

Mikel  Haas,  CIO 

Sappi  Fine  Paper  North 
America 

Anne  Ayer,  VP  of  Corporate 
Development  Sr  CIO 

Seton  Hill  University 

Philip  Komarny,  VP  St  CIO 

Software  AG 

Mighael  Botha,  CTO, 

North  America 

State  of  Michigan, 
Department  of  Technology, 
Management  and  Budget 

David  Behen,  CIO 

TD  Bank  Group 

Glenda  Crisp,  SVP  Sr  CIO, 
Corporate  Segment  Technology 

Trek  Bicycles 

Brent  LeLand,  former  CIO 


Dig  into  ou 
oml 

of  extraordi 
IT  projects 


Several  of  the  innovative  IT 
projects  that  won  CIO  100 
honors  are  profiled  in  articles 
throughout  this  issue  of  the 
magazine,  but  you  can  see  the 
full  array  of  projects  in  our 
sortable  database  online: 


www.cio.com/ciol00/2013M 


There  you  can  select  an 
organization's  name  and 
get  a  complete  description 
of  the  winning  project. 
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WE  PUT  THE  IT  IN  SECURITY 


We  believe  you  should  be  able  to  bring 
your  own  device  without  bringing 
down  the  house. 


Everyone  wants  to  bring  their 
own  device  to  work  these  days, 
but  almost  no  one  is  thinking 
about  privacy  concerns  or 
infrastructure  liability. 


Except  you.  And  us. 


Our  on-staff  network  and  mobility  experts 
understand  your  concerns  and  are  ready  to  help 
you  implement  a  rock-solid  BYOD  plan  that 
enforces  your  organization's  security  policies. 
First  we  assess  your  current  environment  in 
order  to  discern  your  unique  requirements. 
Then  we  design  and  deliver  a  comprehensive 
Mobile  Device  Management  (MDM)  solution  that 
incorporates  the  right  tools  and  device  security  you 
need.  We  can  help  you  develop  device  profiles,  set  up 
a  company  app  store,  and  recommend  comprehensive 
technologies  and  services  that  support  your 
BYOD  strategy. 


Connect 
with  Experts 


Scan  to  listen  to  a  podcast  about  how  HP  Networking 
solutions  can  help  you  respond  to  BYOD  challenges 
and  opportunities  in  a  more  holistic  way. 


Say  yes  to  BYOD — and  know 
that  we've  got  your  back. 

WE  SOLVE  IT. 


Call  or  click  to  get  started 
creating  your  BYOD  solution  today. 

www.pcconnection.com/BYOD 

1.800.800.0014 
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SOUMDING  BOARD 

IT  Talent,  Circa  2025 


These  CIOs  are  engaging  the  next  generation  of  IT 
workers  with  programs  that  energize  and  inspire 

CORA  CARMODY,  JACOBS  ENGINEERING 

RAISING  TECH  GODDESSES 


Cora  Carmody, 

SVP  of  IT,  Jacobs 
Engineering 


Working  with  youth  enables  you  to  show  the  passion  you  feel  for  your  career,  posi¬ 
tively  affect  people’s  futures  and  give  your  company  a  competitive  edge  through  greater 
employee  fulfillment.  In  the  long  term,  it  can  also  improve  the  depth  and  diversity  of 
the  IT  candidate  pool.  We’ve  developed  locally  administered,  interactive  approaches 
to  interest  young  people  in  technology,  including  K-12  initiatives,  internships,  and  new 
graduate  hiring  and  development.  I  founded  a  nonprofit  group  called  Technology  God¬ 
desses  in  2002,  providing  role  models  and  educating  Girl  Scouts  about  technology, 
including  exposure  to  the  vast  range,  variety  and  economic  attractiveness  of  technology 
careers.  Two  recent  Jacobs  hires  were  originally  seventh-grade  Technology  Goddesses. 

We  have  aggressive  programs  to  employ  students  and  new  graduates— we  ►  ►  ► 


Jim  Rinaldi, 

CIO,  Jet  Propulsion 
Laboratory 


Bill  Blausey, 

SVP  &  CIO,  Eaton 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of  more  than  500  CIOs, 
founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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IT's  Next  Step:  A  Journey 
to  the  Software-Defined 
Data  Center 


Market 

Pulse 


At  a  time  when  IT  is  under  constant  pressure  to  deliver  new 
applications  and  services,  traditional  data  center  architec¬ 
tures  and  IT  processes  are  falling  short  of  delivering  the 
agile  response  necessary  to  accommodate  the  changing 
demands  of  business. 

Increasingly,  IT  is  competing  with  external  cloud 
providers,  which  are  enticing  business  users  to  sidestep 
normal  channels  with  their  promise  of  easy-to-access 
services  that  can  be  activated  in  minutes  and  scaled 
accordingly  to  shifting  business  cycles.  To  compete  at 
this  next  level,  IT  finds  itself  at  a  crossroads,  needing  to 
adapt  on  multiple  levels  to  run  more  like  a  public  cloud- 
based  service. 

IT  must  evolve  its  role  from  routine  maintenance  of 
existing  operations  to  higher-value  activities  as  a  strategic 
partner  to  the  business.  From  a  technology  standpoint,  the 
data  center  needs  to  be  revamped  to  support  a  high  degree 
of  automation  and  virtualization  beyond  server  virtual¬ 
ization— a  necessary  step  for  IT's  evolution  to  a  broker  of 
standardized  services. 

While  the  transformation  is  still  in  the  early  stages, 
a  recent  Market  Pulse  Survey  of  IT  decision  makers 
conducted  by  IDG  Research  shows  leading-edge  companies 
are  starting  to  make  significant  progress.  Nearly  two  out  of 
five  organizations  have  already  deployed  cloud  infrastruc¬ 
ture  as  a  service  (laaS)  for  both  internal  software  develop¬ 
ment  and  production  applications,  and  about  a  quarter 
have  implemented  or  are  in  the  process  of  putting  together 
a  cloud  center  of  excellence  (COE). 

Companies  are  also  starting  down  the  path  of  retooling 
infrastructure  to  support  the  concept  of  a  software-defined 
data  center  (SDDC),  a  critical  building  block  in  it's  meta¬ 
morphosis  to  service  broker.  A  SDDC  applies  virtualiza¬ 
tion  to  other  critical  data  center  components  like- storage 
and  networking,  creating  an  abstraction  layer  that  lets 
resources  be  pooled,  aggregated  and  delivered  through 
automated,  self-service  provisioning.  A  SDDC  environ¬ 
ment  also  requires  less  human  intervention  because  it  is 
managed  through  policy-based  software. 

Among  the  many  benefits  resulting  from  the  data 
center's  makeover  to  a  software-defined  data  center 
are  the  ability  to  instantly  give  business  users  self- 
service  access  to  critical  applications  and  services, 
while  helping  IT  better  meet  SLAs  as  well  as  reducing 


capital  spend  on  expensive  hardware  and  services. 

The  IDG  survey  found  that  13%  of  respondents  are 
already  actively  using  virtualized  networking  technology, 
and  15%  have  installed  or  are  actively  using  virtualized 
storage— both  core  building  blocks  to  creating  a  software- 
defined  data  center/ 

Along  with  the  investment  in  foundational  software- 
defined  data  center  technologies,  organizations  are  also 
taking  steps  toward  the  requisite  cultural  change,  many 
through  the  establishment  of  a  cloud  COE.  While  cloud 
COEs  are  far  from  pervasive— only  8%  of  survey  respon- 


IT  MUST  EVOLVE  ITS  ROLE  FROM  ROUTINE 
MAINTENANCE  OF  EXISTING  OPERATIONS  TO 
HIGHER-VALUE  ACTIVITIES  AS  A  STRATEGIC 
PARTNER  TO  THE  BUSINESS. 


dents  have  implemented  them— those  that  have  imple¬ 
mented  them  appear  to  be  further  along  on  their  transfor¬ 
mative  journey.  For  example,  more  than  half  of  the  survey 
respondents  (52%)  say  a  cloud  COE  aids  in  better  alignment 
between  IT  and  business  as  well  as  increased  productivity 
(51%).  Those  with  a  cloud  COE  in  place  are  also  further 
along  in  transforming  IT  operations  to  run  more  like  a  busi¬ 
ness,  many  with  IT  financial  management  (ITFM)  measures 
in  place  (32%). 

While  IT's  journey  to  service  broker  to  the  business 
will  be  challenging,  companies  that  are  actively  pushing 
virtualization  to  the  next  stage  and  embracing  new 
concepts  as  part  of  a  software-defined  data  center 
have  a  solid  head  start.  ■ 


To  learn  more  about  the  journey,  the  concept  of  a 
software-defined  data  center  and  how  VMware 
Accelerate  Advisory  Services  can  aid  in  the 
transformation,  go  to : 
www.cio.com/whitepapers/vmware-sddc 
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hired  487  grads  and  offered  406  internships  or  co-ops  in  fiscal  2012.  And 
we  don’t  stop  at  hiring;  we  groom  them  as  future  leaders  at  the  local  level. 
The  Jacobs  Future  Network  development  program  has  1,700  participants 
in  22  chapters  around  the  world.  We  use  mentoring,  rotational  assignments 
and  other  techniques  to  develop  locally  prioritized  skills,  as  well  as  business 
acumen,  customer  focus,  planning  and  presentation  skills.  There  is  no  sub¬ 
stitute  for  engaged  people  making  a  difference  in  their  own  communities. 

JIM  RINALDI,  JET  PROPULSION  LABORATORY 

LETTING  THEM  PLAY 

The  Jet  Propulsion  Laboratory  (JPL)  IT  Outreach  Program  aims  to  entice 
students  of  all  ages  and  backgrounds  to  consider  careers  in  IT.  We  showcase 
real  uses  of  IT  in  a  fun  and  energetic  way.  The  JPL  IT  Petting  Zoo  began  as  a 
cost-effective  way  to  evaluate  emerging  technologies  and  their  viability  for 
JPL.  It  took  an  interesting  turn  in  2010  when  the  Petting  Zoo  was  featured 
at  a  Girl  Scouts  science  festival.  Over  1,500  Girl  Scouts  and  their  families 
participated  in  hands-on  exploration  of  the  technology  “pets,”  while  “zoo¬ 
keepers”  chatted  with  them  about  technology  and  possible  IT  careers.  Since 
then,  the  Petting  Zoo  has  visited  schools  from  primary  to  college. 

Another  component  of  the  program  infuses  technology  into  schools— 
last  year,  one  JPL  IT  partner  donated  more  than  5,000  pieces  of  computer 
equipment.  We  complement  these  early- age  programs  with  our  Early 
Career  Hire  Program,  which  gives  JPL  departments  incentives  to  hire  recent 
graduates  and  students.  We  ensure  they  are  able  to  work  on  meaningful  IT 
projects,  which  they  can  showcase  on  YouTube  once  they  return  to  school. 
This  encourages  them  and  fellow  students  to  work  in  IT  at  JPL  and  become 
the  new  generation  of  explorers. 

BILL  BLAUSEY,  EATON 

PROVIDING  MULTISECTOR  EXPERIENCE 

Eaton’s  IT  department  has  several  early  talent  programs  that  engage  and 
hire  young  people,  from  high  school  graduates  to  recent  college  graduates. 
We  partner  with  Workforce  Opportunity  Services  to  provide  IT  education, 
training  and  work  experience  for  high-potential,  underserved  high-school 
graduates.  This  exposure  provides  them  with  early  career  opportunities 
that  were  previously  unlikely  given  their  circumstances. 

At  the  college  level,  our  IT  Early  Talent  Programs  engage  student  interns 
and  co-ops  to  learn  about  the  real  world  of  IT.  They  get  to  relate  their  course- 
work  to  the  actual  work  they  are  doing  and  gain  pride  in  accomplishment. 
The  participants  bring  enthusiasm,  ambition  and  state-of-the-art  technical 
skills  to  Eaton,  contributing  to  the  timely  and  successful  completion  of 
many  key  Eaton  projects. 

Our  two-year  rotational  IT  Development  Program  (ITDP)  for  high- 
potential  college  graduates  provides  an  opportunity  to  work  in  multiple 
business  sectors  and  truly  get  a  feel  for  the  way  business  is  done  in  each  sec¬ 
tor.  Participants  also  take  on  multiple  roles  in  IT  for  a  better  understanding 
of  what  they  could  do  in  their  careers.  One  program  feeds  the  other:  In  2012, 
100  percent  of  our  ITDP  hires  were  former  interns  or  co-ops.  In  2013,  80 
percent  of  our  2012  interns  or  co-ops  will  be  hired  into  the  ITDP  program. 


Note 


Standout  IT  Talent 


nominate  Research  shows  that  CIOs 
do  not  spend  enough  time  and  attention 
on  leadership  development.  However, 
both  CIO  readers  and  CIO  Executive 
Council  members  believe  that  develop¬ 
ing  the  next  generation  of  IT  leaders 
is  essential  to  IT's  ability  to  add  real 
and  sustained  value  to  the  enterprise. 
That's  why  we're  looking  for  the  next 
generation  of  standout  IT  leaders.  Our 
annual  Ones  to  Watch  award  identifies 
rising  stars  in  IT.  Honorees  must  have 
demonstrated  leadership  skills,  driven 
innovation  and  delivered  value  to  their 
business;  in  short,  they  must  have 
proven  they  have  what  it  takes  to  head 
up  their  own  IT  organization.  Have  some¬ 
one  in  mind?  Nomination  forms  can  be 
found  at:  council.cio.com/onestowatch 


Strategic  Focus 


download  The  idea  of  IT  needing 
to  be  a  strategic  contributor  to  the 
business  is  nothing  new.  But  just  how 
important  is  it?  The  CIO  Executive  Coun¬ 
cil's  Executive  Women  in  IT  community 
discussed  this  idea  within  the  framework 
of  self-assessment  results.  Pamela 
Rucker,  founder  of  The  Rucker  Group 
and  former  vice  president  of  IT  at  PSC, 
shared  tips  and  experiences  for  building 
your  strategic  orientation,  moving  away 
from  a  purely  operational  focus  and  rec¬ 
ognizing  when  a  strategic  decision  will 
change  the  corporate  direction  for  the 
better.  Caroline  Faulkner,  VP  and  CIO  at 
Pramerica  Systems  Ireland,  offered  her 
perspective  as  well.  The  full  presentation 
and  a  self-assessment  tool  are  available 
at:  council.cio.com/strategicfocus 


Get  a  Jump  on  Emerging  Tech 


join  Gaining  competitive  advantage 
increasingly  means  developing  intimate 
knowledge  of  the  emerging  technology 
that  drives  innovation.  CIOs  are  coming 
together  in  the  CIO/DEMO  Council  to  help 
create  an  ecosystem  that  encourages 
and  sustains  innovation.  These  execs 
are  engaging  with  tech  startups  that  are 
working  to  reshape  the  IT  landscape. 
council.cio.com/emergingtechnology 
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ZERO  DISTANCE  - 

the  NEW  PROXIMITY 

TO  CUSTOMERS. 


Know  today  what  tomorrow’s  customers  want: 

Statistical  analysis  of  real-time  usage  data  delivers  essential  information  about  your  customer’s 
behavior  and  attitude.  Finding  the  data  you  want  in  seconds  is  now  a  key  success  factor.  Not 
only  does  it  speed  up  operational  and  strategic  decision-making,  it  also  streamlines  business 
processes.  And  this  means  you  can  work  today  on  the  products  your  customers  will  be 
demanding  in  the  future.  Enabled  by  T-Systems. 

www.T-Systems.com/zero-distance 
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CIO  as  Business  Driver 

The  CIO  at  Bacardi  focuses  IT  on  selling  more  spirits,  profitably 

BY  CAROLINE  BASYN 


58 


Bacardi  Ltd.  is  the  largest  privately  held  spirits  company  in  the  world. 

Founded  in  Cuba  more  than  150  years  ago,  this  family-owned  business  makes 
brands  such  as  Bacardi  rum,  Martini  vermouth  and  Dewar’s  Scotch  whisky 


When  I  joined  Bacardi  in  2011,  there  was  a  desire  to 
work  as  a  more  cohesive  global  company.  The  first  thing  I 
did  was  develop  an  integrated  view  of  the  business  priori¬ 
ties  and  current  IT  landscape,  and  then  I  identified  where 
IT  could  make  distinctive  and  valuable  contributions. 

I  strive  to  make  all  the  work  of  IT  revolve  around  a  single 
vision:  helping  our  teams  around  the  world  sell  more  cases 
of  our  brands  in  a  more  profitable  way.  Whether  you’re 
selling  laundry  products,  cos¬ 
metics  or  spirits,  a  value-driven 
IT  leader  must  have  a  genuine 
interest  in  and  knowledge  of  both 
the  customer  and  consumer. 

I  sometimes  spend  full  days  in 
retail  locations  to  gain  a  deeper 
understanding  of  our  consum¬ 
ers— observing  why  they  choose 
our  brand  over  another  and  the 
factors  that  influence  their  pur¬ 
chasing  decisions.  I’ve  learned 
many  lessons  this  way  about  sell¬ 
ing  spirits.  For  instance,  people 
really  want  to  know  the  story 
behind  a  brand— its  heritage  and 
authenticity. 

IT  has  a  role  in  telling  these 
stories.  We  recently  made  the  rich  history  of  our  brands 
available  to  salespeople  instantly  on  an  iPad  app,  with  an 
easy-to-use  search  engine.  Our  teams  now  spend  less  time 
on  manual  work— updating  paper-based  materials  and 
surveys— and  more  time  with  customers  explaining  how 
the  world’s  most  popular  cocktail,  the  Cuba  Libre,  was  cre¬ 
ated  with  Bacardi  rum  in  1900  or  discussing  promotions 
to  celebrate  the  150th  anniversary  of  the  Martini  brand. 

Going  forward,  we  will  work  to  provide  sales  with  even 
better  business  intelligence  to  increase  the  speed  and  qual¬ 


ity  of  decision-making— shipments  to  store,  consumption 
per  category  and  brand,  and  market  share.  That  means 
leveraging  our  global  platform  where  we  have  all  the  data, 
internal  and  external,  and  can  deliver  it,  end-to-end— from 
the  procurement  of  sugarcane  molasses,  through  the  entire 
production  process,  and  all  the  way  to  the  retail  outlet. 

The  advice  I’ve  followed  my  whole  career  is  to  always 
look  at  the  business  first— it’s  of  no  benefit  to  anyone  to 

implement  technology  for  the 
sake  of  IT.  My  formula  is  simple: 
First,  deliver  impeccable  IT  ser¬ 
vices  from  an  infrastructure  and 
operational  standpoint;  second, 
ensure  the  back  office  can  oper¬ 
ate  as  efficiently  as  possible;  and 
third,  enable  the  front  line  to 
drive  sales. 

To  do  this  well,  you  need 
strong  business  process  and 
transformation  skills  in  your  IT 
organization.  When  I  hire  people 
with  a  background  in  engineer¬ 
ing  or  technology,  I  try  to  gauge 
how  much  interest  they  have  in 
the  business;  if  they’ve  studied 
business,  on  the  other  hand,  I 
probe  and  challenge  them  to  see  if  they  understand  how 
to  make  effective  use  of  technology. 

IT  is  uniquely  placed  in  a  company— it  is  the  glue  that 
holds  the  business  together  and  transcends  the  boundar¬ 
ies  of  all  functions.  This  is  our  specific,  dedicated  mission. 
It’s  at  the  intersection  of  these  business  priorities  and  the 
technological  possibilities  where  you  can  bring  distinctive 
value  and  contribute  to  a  more  profitable  business. 


Caroline  Basyn  is  global  CIO  at  Bacardi  Ltd. 
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Driving  Innovation 

For  ARI  CEO  Carl  Ortell,  real-time  information  delivery  is  key  to  strong 
relationships  with  customers  and  employees  by  martha  heller 


How  is  IT  changing  your 
business? 

As  a  vehicle-management  business, 
we  collect  data  on  everything  vehi¬ 
cle-related,  including  specifications, 
maintenance,  fuel,  safety,  value 
and  the  telematics  information 
that  comes  in  through  a  vehicle’s 
on-board  computer.  With  2,600 
customers,  who  run  everything 


How  else  are  you  driving  value 
through  data? 

An  ARI  salesperson  can  walk  into 
a  meeting  with  a  fleet  manager 
and  use  ARI  360— another  tool 
we  developed  using  HANA— to 
formulate  a  presentation  on  their 
iPad  within  minutes.  If  their  next 
meeting  is  with  the  CEO,  they  can 
formulate  a  different  presentation. 


You  have  to  decide: 
Do  you  want  to 
be  an  innovator 
or  a  follower? 


from  small  cars  to  complex  trucks, 
you  can  imagine  the  amount  of  data 
we  collect. 

While  we’ve  always  collected 
the  data  and  worked  with  our 
customers  to  generate  reports  to 
help  them  run  an  efficient  fleet,  it’s 
only  recently  that  we’ve  been  able 
to  offer  real-time  solutions  with 
real-time  data.  It  used  to  take  us  up 
to  a  month  to  analyze  a  customer’s 
multi-year  maintenance  expendi¬ 
ture  and  make  recommendations. 
But  last  year,  we  developed  a  new 
analytics  tool  using  SAP  HANA 
in-memory  technology  that  allows 
us  to  deliver  that  analysis  in  min¬ 
utes— 3,600  times  faster  than 
before.  Now  we’re  a  generation 
ahead  of  our  competitors. 


These  tools  allow  us  to  establish 
immediate  brand  credibility  with  a 
new  customer. 

How  does  technology  make 
you  a  better  CEO? 

Regardless  of  how  big  we  get,  it 
is  important  to  me  to  know  each 
employee’s  name,  who  our  future 
leaders  are  and  where  they  are 
in  terms  of  their  career  develop¬ 
ment.  I  want  to  know  their  work 
history,  education,  strengths  and 
weaknesses.  I  want  to  know  who 
is  enrolled  in  ARI  University,  our 
training  and  development  program, 
and  who  is  taking  advantage  of  our 
tuition  reimbursement  program. 
Technology  allows  me  to  see  all 
the  data  points  for  an  individual 


employee  on  my  computer,  iPhone 
or  iPad.  This  would  have  been  much 
more  challenging  a  few  years  ago. 

What  advice  would  you  offer  to 
other  CEOs  who  would  like  to 
innovate  with  technology? 

You  have  to  decide:  Do  you  want  to 
be  an  innovator  or  a  follower?  We 
used  to  be  really  good  at  following 
because  we  didn’t  want  the  risk 
of  being  first  to  market.  But  a  few 
years  ago,  we  decided  to  be  an  inno¬ 
vator.  Once  you  make  that  decision, 
you  can  never  take  your  foot  off  the 
investment  pedal— and  not  just  in 
terms  of  money.  It’s  also  an  invest¬ 
ment  of  time  and  engagement.  For 
example,  we  have  a  program  that 
allows  employees  to  suggest  ways 
of  creating  new  revenue  or  efficien¬ 
cies,  and  we  pay  a  percentage  of  the 
benefits  to  the  person  who  submit¬ 
ted  the  idea.  Managing  the  program 
takes  time,  but  it  creates  a  culture  of 
innovation  at  every  level. 

You  also  need  the  stomach  for 
investing  when  times  are  bad.  We 
used  the  recession  to  create  competi¬ 
tive  differentiation  because  we  never 
stopped  innovating. 

What  technology  are  you  per¬ 
sonally  most  excited  about? 

I’m  a  guitarist,  and  I  play  a  little 
piano  and  drums  as  well.  Technology 
like  the  tablature  app  that’s  on  my 
iPad  is  making  me  a  better  musician. 


Martha  Heller  is  president  of  the  execu¬ 
tive  recruiting  firm  Heller  Search  Associ¬ 
ates  and  author  of  The  CIO  Paradox. 
Follow  her  on  Twitter:  @marthaheller. 
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Link  to  more  than  53,000 
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The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you 
join— apply  for  membership  today. 
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Pathways 

The  Future-State  of  IT  Leadership 


Proven  IT  Leadership  Development 
Designed  and  Led  by  Future-State  CIOs 


»  Chart  your  own  path  based  on  career  aspirations  and  goals 
»  Identify  opportunities  across  known  IT  competencies 
»  Learn  from  high-profile,  experienced  CIO  mentors 
»  Tailor  participation  within  three  areas  of  professional  development 
»  Utilize  Boston  University  and  Harvard  Business  Publishing  courseware 


Start  Your  Journey  Today! 

Visit:  council.cio.com/pathways 


Call:  +1  508.766.5696 
Email:  cec_info@cio.com 
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Close  Encounters  lOO 


After  the  Curiosity  rover  journeyed  150  million  miles,  12  million  people  watched  live  as  it  landed  on  Mars 
last  summer.  NASA’s  Jet  Propulsion  Laboratory  (JPL)  also  sent  a  rover  to  Mars  in  2004,  but  this  was  the 
first  real-time  broadcast  of  the  “seven  minutes  of  terror,”  the  time  between  when  the  SUV-sized  robot  entered 
Mars’s  atmosphere  and  when  it  touched  down.  With  only  two  weeks  to  set  up  the  live  stream,  JPL,  winner 
of  a  CIO  100  Award  this  year,  turned  to  Amazon’s  cloud  because,  CIO  Jim  Rinaldi  says,  it  didn’t  want  to  buy 
more  servers.  “It’s  not  like  you  do  these  missions  every  day.”  To  educate  people,  the  lab  created  an  app  that 
let  users  view  images,  video  and  news  about  Mars  and  pose  questions  to  an  expert.  Another  app,  Spacecraft 
3D,  uses  augmented  reality  to  display  features  of  Curiosity  and  Grail,  the  moon  satellite,  in  3-D.  JPL  handled 
2  million  app  downloads  and  80,000  requests  per  second  at  its  website.  After  the  landing,  the  lab  downsized 
the  cloud  until  February,  when  it  ramped  up  to  track  an  asteroid  passing  Russia.  —Lauren  Brousell 
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Meet  the  game  changer. 

Transform  your  IT  infrastructure 
with  IBM  Flex  System. 

As  IT  moves  from  the  back  office  to  the  center  of  driving  business,  technology  needs  to 
deliver  faster  results  and  be  more  innovative.  It  is  time  for  a  simpler,  more  open,  flexible, 
and  efficient  infrastructure.  It  is  time  for  IBM  Flex  System™ 

IBM  Flex  System  features  an  innovative  chassis  designed  to  support  future  generations 
of  technology  and  provide  your  business  with  critical  investment  protection. 

This  first-of-its-kind1  offering  can  help  you  save  on  power  and  cooling  costs,2  and  can 
enable  rapid  SAN  creation  and  management  with  optional  integrated  storage. 

IBM  Flex  System  Manager™  lets  you  manage  several  hypervisors  and  all  physical  and 
virtual  resources  from  one  vantage  point.  With  a  no-compromise  design  that  goes 
beyond  blades,  IBM  Flex  System,  with  the  latest  Intel®  Xeon®  processors,  lets  you  take  a 
more  proactive  approach  to  IT. 


See  how  IBM  enabled  a  leading  IT  service  provider  to  transform 
their  IT  with  IBM  Flex  System. 

Download  the  case  study  at  ibm.com/systems/beyondblades 

Or  scan  the  QR  code  with  your  smartphone  to  learn  more  about  IBM  Flex  System. 


'IBM  Flex  System  is  the  first  blade  architecture  to  offer  a  single  management  tool  for  all  physical  resources  and  the  first  storage  virtualization  solution  for  internal  and  external  storage. 

2Power  supplies  are  80  PLUS  Platinum  certified;  IBM  internal  testing  showed  low-voltage  1.35  V  DDR3  memory  RDIMMs  consumed  11%  less  energy  than  1.5  V  DDR3  RDIMMa 
IBM,  the  IBM  logo,  IBM  Flex  System  Manager  and  IBM  Flex  System  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many  jurisdictions  worldwide. 
Other  product  and  service  names  might  be  trademarks  of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside 
are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries  ©  International  Business  Machines  Corporation  2013.  All  rights  reserved. 
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